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Taller than the Empire State Building, the KTVH Tall Tower rises 1504 feet, and is a picturesque sifh| 
Piercing the clouds and glistening in the sunshine. But there is a practical side to this picture . . . KTV 
thorough coverage of 53 counties in rich, Central Kansas . . . with a population of 1,187,400 ... 370, ifl^ 
households . . . 330,800 TV homes . . . with a consumer spendable income of $2,319,736,000 . . . or $5,6£| 
per family ... and total retail sales of $1,597,816,000. TO SELL KANSAS/BUY KTVH! 
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'obacco Industry to Harris Committee: 
[ike Labeling out of the FTC's Hands 

J . Reynolds' Bowman Gray says requirements could mean end of 
Igaret advertising; possibly "freeze" the tobacco industry's growth 



B nsliiii^toti — The major cigaret 
jatiufactliring companies, represented 
r Mou rn an Gray, chairman of the 
jard of The R. J. Reynolds Tobacco 
iu have urged Congress to take the 
latter of cigaret labeling and adver- 
ting out of the Federal Trade Com- 
iMdn's hands, 

Gray told House Commerce Com- 
liltcc members that the present 
irsh requirements in the FTC label 
id advertising warnings could mean 
if end of cigaret advertising, par- 
;ularly on tv and radio, it would 
irdly be practical to advertise a 
garet, even in print, much less on 
w air. only to add that it could 
l,usc your death, said Bowman. An- 
her result would be to "freeze" the 
dustry. since advertising is the main 
W of entry for newcomers and for 
iarrc-of- market competition. 

The industrv. still insists there is 
J final proof of the connection bc- 
iteen smoking and fatal diseases. If 
engross concludes that a warning la- 
si is necessary, the cigaret manufac- 
ircrs hope it would be "fair and fac- 
ia!" enough to reflect the scientific 
ISftbts. Medical and scientific spokes- 



Dodd Hearings 
Still Speculative 

Washington — The Senate Ju- 
venile Delinquency Subcommittee 
pros still uncertain last week about 
liates for its next "revisitation" with 
|fcc network heads on the subject 
&f sex and violence in television. 
The latest rumor put the hearing 
date at June 30. but subcommittee 
staffers said cancellations were very 
(possible. 

Network commitments have 
caused some of the delay; subcom- 
mittee schedules were to blame ear- 
*r. The subcommittee — to sum 
Up — may or may not hear ABC 
spokesmen this week, and may or 
Thuy not be able to arrange a two- 
day hearing in which to hear all 
three network heads on what's been 
done to tone down tv drama since 
last get-together two >cars ago. 



men who disagree with the Surgeon 
General's causal lindings in the smok- 
ing and health report were to testify 
June 29 and July 2. Cicorge V. Allen, 
head of the Tobacco Institute, was 
also expected to testify. 

Ciray felt that requiring a caution- 
ary warning in advertising, as well as 
on a label, was an unnecessary double 
indemnity. The consumer has been not 
only informed, he said, he has been 
"inundated for more than a decade 
with charges that smoking may be in- 
jurious to health." 

The industry is still waiting for 
clearer assurance from Justice Depart- 
ment before going ahead with a "con- 
tractual" type of code adherence and 
enforcement, Gray told the congress- 
men. Chairman Harris said he real- 
ized Justice was awaiting final action 
by his committee before giving solid 
antitrust clearance to the cigaret man- 
ufacturers' advertising code. Harris 
also realized, he said, that time was 
of the essence since FTC had rushed 
in with its rule. 

Gray did not care to commit him- 
self or the industry to a suggestion 
that Congress legislate some teeth 
into the code — as it did for the 
Security Dealers' Association. He was 
also cool toward the idea of giving 
HEW whatever it wanted in the way 
of "trade secrets" on all ingredients 
in different brands of cigarets. 

Rep. Torbert MacDonald (D., 
Mass.) asked if the industry would 
agree that warning labels were fair if 
the health hazard were proven beyond 
a doubt. Gray said if it were proof 
"beyond doubt" the industry might 
agree to labeling, but. with so much 
economic health riding on it. it would 
still be the duty of Congress, not the 
FIT. to handle this "nationwide" 
question Also, he'd want some 
thought given to the fact that many 
people smoke and suffer no ill ef- 
fects at all. 

Another reason industry would pre- 
fer Congressional legislation, if there 
must be labeling, would be to make 
it pre-emptive over a possible rash of 
different local laws. Gray said FTC's 
chairman indicated the Commission 
action might not have that power. 



LBJ Asks NAB 
To Release Collins 

Washington — President I yiuJou B. 
Johnson this afternoon c (lied the 
NAB extent!* e committee to the 
White House and ur^ed it to release 
Governor Collin* to head a commu- 
nity relations service to Fx- set up un- 
der the ne\> civil rights hill "because 
| man of his stature ts needed." 

The committee said that it would 
do all it could to help, and sent wires 
to all members of the NAB Ixmrd 
stifH|cst#Mg a possible settlement of 
Governor Collins' contract. 

No further word was available at 
press time. 

Authoritative sources told Scon son 
that the NAB executive board headed 
by newly elected chairman Willard 
Schroedcr met this morning (Friday) 
in Washington to discuss the possi- 
bility of releasing NAB president 
Governor LcRoy Collins from his 
contract. They are working on the 
assumption that the call for service 
is too important and too much in 
accord with the Governor's sense of 
individual obligation to turn down 
unless a release cannot be satisfac- 
torily obtained. 

One of the top names considered 
as his logical successor is Clair Mc- 
Collough. president of the Stcinman 
Stations. For years McCollough has 
served the industry in vital roles. He 
was chairman of the policy Com- 
mittee which ran NAB during the 
nine months between the death of 
president Hal Fellows and appoint- 
ment of Governor Collins However, 
some well-informed sources doubt 
whether McCollough would consider 
the job on a regular basis. 

Bell: Code Membership Is 
Answer to Gov't Control 

Miami — Citing NAB's radio and 
television codes as "a proper and 
workable alternative to gov ernment 
controls." Howard H Bell, director 
of the code authority . called for a 
"truly industry-wide code — sup- 
ported bv a majorilv of the nation's 
broadcasters " 

Speaking before the Florida As- 
sociation of Broadcasters, he said. 
"The codes are not interlopers Thev 
do not represent some outside force 
that has been imposed on us bv 
bureaucrats in Washington Thev 
were developed bv broadcasters for 
broadcasters " 
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Helffrich Tells Food & Drug Executives 
They Must Police Advertising Claims 

NAB's N.Y. code manager says advertisers must prove their claims; 
scores "medicine men" and "unsubstantiated findings" 



Denver — A set of goals for broad- 
cast advertising self-regulation and a 
slap at the "medicine men" who 
vouch for the "reliability of unreli- 
able proprietary advertising submitted 
to broadcasters and other media," 
highlighted an address by Stockton 
Helffrich, manager of NAB's New 
York code office, at the 68th Annual 
Conference of Food and Drug Offi- 
cials of the United States. 

In a plea for more effective self- 
regulation, Helffrich made the fol- 
lowing recommendations: 

• more demonstrations are going 
to have to reveal the actual effective- 
ness of products in use, not theoretic- 
ally or by out-of-context puffery; 

• all testimonials should be limited 
to the reflecting of objective realities, 
not unique experience by atypical 
advocates; 

• products should be sold on their 
own merits, not by underselling and 
unfairly disparaging the competition; 

• surveys and clinical data sub- 
mitted with the intention of support- 
ing proprietary advertising claims 
should be adequate as to the size of 
the sample used, the presence of nec- 
essary controls, the basic design of 
the tests and the significance of the 
results. 

Above all, Helffrich declared, "if 
self-regulation is to work, advertisers 
must assume the responsibility to 
make available to media bona fide 
substantiating material prior to the 



launching of a full-scale advertising 
campaign. Further, some of these ad- 
vertisers must relinquish the position 
that they are sole masters of what 
they can say and do. They must 
realize that responsibility in our com- 



plex society ^requires that they mmi, 
to others by' making available acta; 
proof of their words, not self-senfn 
declarations that amount to rt 
more than the promise; 'I tell 
is so and so it isV " 

Earlier in his address, HelfffJe 
struck at: the "medicine men" wb 
serve as consultants on a retaint 
to companies developing comhtpf 
for broadcast media and at | 
who submit articles to various jo.u 
nals, "subsequently cited to media t 
way of substantiation for adverti 
claims." 



RABs Bunker Knocks Intraradio Feudincj 



Calls for unity in industry, end to 
want positive facts, not data on 

Miami — Labeling radio's tend- 
ency to air its family fights in public 
"fratricidal homicide," Edmund C. 
Bunker, Radio Advertising Bureau 
president, urged unity within the in- 
dustry and called on stations "to 
sell positively, or at least sell as hard 
against competitive media as we do 
against each other. 

"We all know broadcasters who sell 
only against another station," Bunker 
told the Florida Association of Broad- 
casters. "It is almost as though they 
signed a pledge to develop no new 
business, when there is current busi- 
ness around that can be pirated." 

As a case in point, Bunker cited a 
station that "proudly" announced it, 
would begin airing a revival of some 
old, successful, radio drama pro- 
grams. "Does the station promotion 
urge jaded tv viewers to rest their 
hospital-weary eyes?" Bunker asked. 



negative selling; says timebuyeri 
opposition 

"Not on your life;. The station m 
out a publiqity release announefa- 
that this new policy of radio; dratt 
will give the radio audience r§sf§ 
from the diet of pop xnusic it 
ail day. Small wonder the release 
pounced on and run word ior 
by the; rnornirig newspapers." 

Drama, the RAB president 
"represents a healthy addition to tt 
die's range of entertainment pttsgmT 
ing, but it should not he brought 
negatively and in a manner that haw 
radio. Why can't we sell positively t 
at least sell against competitive w 
dia?" 



NAB Executive Scores FCC s Red Tape 



Miami — Asserting that the 
FCC can keep a radio station from 
adequately "serving the public by 
tying up its management in gov- 
ernment red tape," Shcrril Taylor, 
NAB vice president for radio, told 
the Florida Broadcasters Associa- 
tion that "radio station licensees 
have been bothered and bewild- 
ered, but not bewitched, by the 
rCC's insistence on superfluous 
questions and extraneous detail in 
license renewal forms." 

The NAB, he continued, will 
have "two outstanding radio broad- 



casters" — Grover C. Cobb, 
KVGB Great Bend, Kans., and 
Robert B. Jones, Jr., WFBR Balti- 
more — as expert witnesses on a 
proposed new form for use by ra- 
dio stations in seeking license re- 
newals. 

"We would like to have the 
Commission hear directly from ra- 
dio broadcasters as to just how 
much expense and time some por- 
tions of the form actually require," 
Taylor said, "not only for the 
broadcasters themselves, but for 
Commission members as well." 



Huntley-Brinkley Show 
Almost SRO on NBC-TV 

New York — NBC's Hnntle; 
Brinkley Report is practically a s§ 
out for the 1964-65 season — with ti 
announcement that nine advert! 
have purchased 52-week sponsors 
ia the Monday-Friday tv news serl© 

Sponsors include Block Drug Q 
(announced earlier), Aluminum Co. c 
America, American Chicle Co., Anic 
ican Dairy Assn., American Ron 
Products Corp., General Cigar C* 
Inc., John Hancock Mutual Life I 
surance Co., Standard Brands, JiK 
and J. B. Williams Co., Inc. 

The program ran as a 1 5-mi 
series for seven years. In Sep! 
1963, it was expanded to a half h 
According to NBC, the show currq 
reaches almost 10 million U.S. h 
each evening, a million homes 
than the quafter-hour program rsofii 
ed the previous year. 



ACCENT* INTERNATIONAL, DIV. 
OF INTERNATIONAL MINERALS 
& CHEMICAL CORPORATION ■ 
AMERICAN TELEPHONE & TELE- 
GRAPH CO.- BRISTOL-MYERS 
COMPANY" CAMPBELL SOUP 
COMPANY ■ CHRYSLER CORPO- 
RATION, PLYMOUTH & VALIANT 
DIVISION, DODGE DIVISION ■ 
COWLES MAGAZINES & BROAD- 
CASTING, INC. ■ FORD MOTOR 
COMPANY - FOSTER-MILBURN 
COMPANY - GENERAL CIGAR 
CO. "GENERAL MOTORS COR- 
PORATION, CHEVROLET DIV., 
QLDSMOBILE" GROVE LABORA- 
TORIES, INC., SUB. OF BRISTOL- 
MYERS COMPANY-GULF AMERI- 
CAN LAND CORP. - KERR GLASS 
MFG. CORP. - KRAFT FOODS, DIV. 
NATIONAL DAIRY PRODUCTS 
CORP. - P. LORILLARD & CO. * 
MACFADDEN-BARTELL COR- 
PORATION -THE MENNEN 
CO.-THEMENTHOLATUM 
COMPANY, INC. -MERE- 
DITH PUBLISHING CO., 
BETTER HOMES AND 
GARDENS DIVISION 

MILLER BREWING COMPANY ■ 
NATIONAL BISCUIT CO. -THE 
NESTLE COMPANY, INC. - REX- 
ALL DRUG CO. ■ R. J. REYNOLDS 
TOBACCO CO.- SINCLAIR RE- 
FINING COMPANY" STANDARD 
PACKAGING CORP."SYLVANIA 
ELECTRIC PRODUCTS, INC., 
SUB. GENERAL TELEPHONE 
& ELECTRONICS - TIME, INC." 
WM. WRIGLEY JR. COMPANY 



Sound effects 

These national advertisers have been buying the personalities; documented sponsor histories of sound 
sound of the CBS Radio Network from 3 to 37 con- bming for increased sales. 



sccutivc years. The sound, and the elTects. 

Whatever the product— cakes or convertibles, 
glassw are or gum— CBS Radio sells it for some of 
the country's most astute advertisers, old and new, 
year after year after year. 

And for good reasons: continuing network 
audience leadership; outstanding programs and 




If sou're not among the advertisers using the 
CBS Radio Network, one of your competitors 
probably is. 

That's something to think about. Better vet. it's 
something to ask about. Umiu CBS Radio has a 
very sound el Feet on a sales curve. Yours? 

Call us. 



The CBS Radio Network 
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The copywriter: from word mechanic to total 
communicator 

Xo longer a mere reporter, the copywriter is a visualize/- and a 
concept man. So say former copywriters who now hold top 
agency posts 

How to organize your own consumer panel 

Riddle Co. employees each secure five families to test products, 
evaluate ads and commercials 

Air media play second fiddle in department store 
ad medley 

Survey shows most stores use radio, some tv, but ad executives 
feel use of broadcasting is "supplementary" 

TIME BUYING & SELLING 



H-R leads reps into computer age 

Representation firm studies data processing, reorganizes systems, 
consults ad agencies, lines up test tv stations, as it makes way 
for introduction of its computer this fall 



TV MEDIA 



Sparkle's kid loyalty builds with tv 

A novelty "impulse item" ice cream seeks brand-awareness in 
children for its eleven varieties of goodies-on-a-stick via flexible 
local spots 
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RADIO MEDIA 

Jungle Gardenia's radio cent scores dollar rise 

A relatively low broadcast budget accomplishes in months what 
years of print ads failed to deliver — rapid distribution 

Perfume by 'The Case' 

Lanv'm, Inc., scores summer's sales- "steal" via radio, on WHS 
\'ew York, by signing the Mets' Casey Stengel to lure "majority" 
buyers - men 
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Are we passing you by? 



Could be our video tape is. L nlcss you're taking 
advantage of its lire look and production con- 
venience for your t\ commercials. And unless 
you're taking advantage of the complete, com- 
prehensive JM package of helpful hnx.ii ures, 
manuals, other materials t\ stations now otkt. 

Consider what you have to gain with video 
tape (Scotch* rk \\n. of course). Incomparahle 
"live" picture and sound quality, without danger 
of a live goof. Pushbutton-fast special effects, no lab procur- 
ing. Immediate play back of what you've shot. I act is, today 
there are verv few commercials which can't be done better 
on tape than live or on him. And the best w a> to discover 
this is to call in your local tv station or tape studio for 




costs and counsel on \ our next tv commercials. 
Already over I tv stations have signed up 
for 3M's new assistance program. I hese sta- 
tions can show sou an idea-starting tape dem- 
onstration reel, have available a varictv of 
he 'pf lit pt tfiKsl ni-!ic riais (I a I aid in s rt ^irt 
and producing better con mcrna s on t < pe I a'l 
your local stations for details til we haven t 
contacted them vet. write 3M Magnet <. Prod- 
ucts. IX-pt. Ml K M. St Paul. M nn \ 

magnetic Products Division 
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Report 

A look at my friends, the commissioners 



■ Any day away from the hustle and bustle of Madison Avenue Where 
I make my business home is a change of pace. The other day J had a 
complete change of pace. 1 visited Pennsylvania Avenue in Washing- 
ton, D. C. To be exact, I visited my friends at the FCC 

Four of the commissioners were at their desks. One was in Europe, 
another in North Carolina, a third at a meeting that lasted all day. I 
must have established some sort of record. Although I had no appoint- 
ments there was no waiting. This is what 1 call democracy in action. 

Or maybe it was just that the commissioners were so busy writing 
speeches that they hadn't made appointments that day., Fred Ford and 
Bob Lee were putting finishing touches to a couple, while Ken Cox 
was still in the throes of composing his remarks. Lee was talking on 
his favorite subject, UHF. to an ANA group in New York later in 
the week, while both Ford and Cox were scheduled to address a CATV 
convention in Philadelphia. Since both CATV and UHF were very 
much on my mind, we had some interesting exchanges. 

One thing that impresses me about our current complement of com- 
missioners (besides their universal warmth and likability) is their in- 
dividuality. No two commissioners seem to see the same subject the 
same way. For example, Bob Lee said that Commission enthusiasm for 
CATV depended on what it could do to aid UHF growth, But when 
I repeated this to another commissioner, his view was different. 

Commissioners are appointed to seven year terms, with one mem- 
ber completing his service each year unless reappointed. 1 consider 
the present crop to be intelligent, industrious, perfect gentlemen one 
and all. But the method of their appointment and tenure in office is 
archaic and a sop to the system of political spoils. 

The wonder of it is that we make out as well as we do . . . that 
we're blessed with the dedication we get. 

I long observed that every time a new commissioner comes into 
office the character of the Commission Changes. It's inevitable. Every 
new man has a new concept. Since most appointees have little or no 
experience in practical broadcasting, the new man starts from scratch. 
He's required to exercise penetrating judgment on complex decisions 
of vast importance from the start. Is it any wonder that one Commission 
pushes FM. another ignores it; one Commission encourages UHF, ai> 
other punishes it; one Commission favors multiple station ownership, 
another fights it? Each commissioner has one vote, and the newest man's 
has exactly the same weight as the oldesfs, including the chairman's. 

Is this any way to run a railroad? Is this any way to run the most 
important maze of communications facilities in the World? 

I'd like to see the NAB inaugurate a drive for highly qualified 
public servant appointees in the English tradition. I'd like to see a 
system that permits a new commissioner one year inside the Com- 
mission before he casts his first vote. 

When I think of what a new commissioner has to face when he 
enters his den of lions I'm glad somebody didn't appoint me. 

It's tough enough being a publisher. 



ORLANDO • DAYTONA • CAPE KENNEDY 
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THE WEEK in WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



June 26, 196U 

As the dust cleared after the sudden disclosure, at a House hearing last 
week, of FTC action oh cigaret advertising and labeling rules , it was strik - 
ingly apparent that HEW, FTC and the congressmen had all been fighting the 
clock for strategic timing to act on the cigaret and health problem. (See 
story on page 16} . 

FTC seemed to emerge the victor — temporarily — coming out first with 
the most with its new rule to require warning, on labels and in adv rtising , 
that cigaret smoking "may cause death from cancer or other diseases . " 

But clouds of congressional and court actions were almost visible on the 
horizon by late afternoon of the crucial Wednesday session of the hearing. 
This was even before the tobacco industry was heard from the following day. 

The Commerce Committee, under Chairman Oren Harris, had hoped that its 
hearing on some 11 different bills on cigaret advertising and labeling and 
research would induce delay by the FTC. The committee wanted the FTC to 
hold off its rule-making until the hearings had explored legislative possi- 
bilities — and made congressional temper known. 

FTC Chairman Paul Rand Dixon, for his part, said the FTC had hoped "to 
be of service" to the congressmen by providing a complete report on the FTC 
cigaret proceedings. Before he admitted action had been taken and the report 
readied actually in advance of the hearing, he had asked the congressmen to 
hold up on their action until they 1 d seen the FTC ' s moves . 

The original FTC plan was for the Harris Committee members to get the 
report at high noon and the public release at the same time. This would 
have come at the end of Chairman Dixon ' s appearance . The committee was 
then supposed to study it at their leisure and call him back for questions . 

But pressure from irate , tobacco-based Congressman Horace rlornegay 
(D-N.C. ) compel le d the FTC chal rman, however reluctantly, to whip out the 
report on the spot . He was questioned immediately on the FTC action and on 
the book- sized statement. 

Incensed committee members said, in effect : "Instead of the FTC asking 
us to wait for its action, the Commission should have waited for this com- 
mittee to act. " 

Apparently, the goings-on at the FTC , including production of a 200-page 
document covering legal, economic, physical and sociological aspects of 
American cigaret smoking, had been kept well under wraps. HEW ' s Surgeon 
General Luther Terry, who testified earlier in the hearings, was quite un- 
aware of it . 

The Surgeon General , too , had a secret. It emerged that HEW had sub - 
mitted an interim reDort to Commerce Committee Chairman Harris . Th° HEW 
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PRESSTIME REPORT FROM OUR WASHINGTON N £ W S BUREAU 



report explained its stand on the labeling regulation — it said additional 
standby legislative authority to put cigarets under the Hazardous Substances 
act would be the best approach. 

However, it developed in later testimony by the Surgeon General that 
HEW was not at this time even "on the brink" of a specific request for this 
type of legislation. Phase Two of the program of the Sp;eoial Advis&ry CoJtimit- 
tee on Smoking and Health has not jelled into recommendations in this area 
yet. HEW does say that none of the bills then before the eornsnittee seemed 
exactly suited to its needs . 

The mists thickened when the Surgeon General praised the tobacco companie 
voluntary code — but said the code did not "obviate" HEW's need, to act furthe 
in cigaret advertising and labeling control . Under repeated questioning by 
congressmen, he would only say HEW subscribes "in principle" to the need for 
some sort of hazard warning . 

Rep. Kornegay tried, but failed, to get something definite on just how oa*] 
when HEW intended to ask for labeling legislation for cigarets.. Commit tee 
Chairman Harris grumbled: "You certainly seem to be urging us to act." 

Conjecture buzzed in the hearing room when FTC Chairman Dixon said ha 
saw . no problem in cigaret labeling rules by his agency and regulation by FDA . 
He said their agencies were always in "close liaison . " Something must have 
happened while FTC prepared its exhaustive report and finalized its rule- making 

There was a murmur over his remark that if the tobacco industry code had. 
voluntarily agreed to require hazard warnings on cigaret labels there might 
not have been need for FTC rule-making. 

The tobacco code is of fairly recent vintage — late: April. Onlookers 
wondered, if the hazard warning had been in the code, if the FTC would have 
scrapped its voluminous and very well-organized document, which would then hKW 
been in mid-progress . 

HEW's most positive approach in all this is, its plan for a vast research 
and educational program and a substantial appropriation to implement it. The 
many-faceted approach will include such items as "withdrawal clinics " for cig- 
aret smokers who'd like to cut down or quit. 

HEW would also set up a national clearing house of information and re- 
search on tobacco and health for use by states,, municipalities, educators^ doc- 
tors, etc. It also plans an annual survey of American smoking habits, based 
on nationwide sampling. 

The Surgeon General assured the congressmen that if the money for this prd 
gram is forthcoming, the rest can be left to the Department .: congressmen could 
rest on their legislative oars as far as cigarets are concerned. 

The tobacco industry, of course , had its say the next day in the person 
° f Bowman Gray, board chairman of R. J. Reynolds . He told the committee that 
"our attorneys have advised us that the Commission does not have the authority 
to issue this rule" and that "we believe the matter should be resolved by the 
Congress and not by a federal agency . " 
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ive years and eight stations ago 



loi 



We started the whole idea of a limited-list station rep.j^ 

We re TvAK Television Advertising Representatives. 

Today, we represent eight great television stations. 

And we're celebrating our Fifth Anniversary. 

Why did we choose to represent a limited list 
of major- market stations? 

Because to us, a limited list means unlimited service. 



SERVICE TO STATIONS 



A limited-list rep knows its stations more intimately— by their markets 
by their programs, by their audiences... works with them hand in glove 
It means spending all our time selling a few stations. 



SERVICE TO AGENCIES 



I 

A limited-list rep saves agencies work and money with a big staff thaj 
can spend more time serving them, with modern research facilities t< 
dig out new marketing and audience trends. 




vAR? 



Jpot TV is the concentrated advertising medium— a way of selling omi 
television by individual markets. There was a need for a concentrate^ 
spot rep. That's where TvAR came in. We were the first— since then 
others have followed our lead— and being the first has really paid off i 
success founded on service. mm 



RE'S WHAT IT MEANS TO STATIONS 

ore time getting to know them, 
ore time to sell each individual station, 
ore time on rate-card analysis, 
ore time to handle availabilities efficiently, 
lore time for direct communication and station visits, 
ore time for their problems. 

ERE'S WHAT IT MEANS TO AGENCIES 

SPEED OF SERVICE 

tvAR gives you finger-tip contact with all stations. Within minutes, 
pur requests can be transmitted to our stations. Information on 
vailabilities, clearances and schedules is yours when you need it— 
pd even before. 

DUALITY OF SERVICE 

Advertiser schedules on TvAR stations are continually evaluated to 
trengthen the advertiser's position in our markets. Another TvAR 
[Jus: Our account executives have major-station experience; all know 
he whys and wherefores of Spot TV. 

DEPTH OF SERVICE 

LvAR's Market Information is tops in its field. The "Television Spot 
[est" lets you measure the effectiveness of Spot in any of our markets, 
pur "Brand Comparisons" report tells how your products stack up in 
kr eight markets. Plus: A Videotape Room that lets you see what you're 
petting on our stations— local programs and personalities and how they 
mndle commercials. 



This is our Happy Fifth. 
Spot TV is the growing medium. 
TvAR is the growing rep. 

We'll continue to be big 
by deliberately staying small. 




TELEVISION ADVERTISING V ^ /REPRESENTATIVES, INC. 

REPRESENTING 

WBTV CHARLOTTE (JEFFERSON STANDARD BROADCASTING CO.) . WTOP-TV WASHINGTON AND 
WJXT JACKSONVILLE ( POST -NEWSWEEK STATIONS) WBZ-TV BOSTON, WJZ-TV BALTIMORE, 
KDKA TV PITTSBURGH, KYW TV CLEVELAND AND KPIX SAN FRANCISCO (GROUP V/ STATIONS) 
TvAR Offices in New York, Chicago, Detroit, San Francisco, Los Angeles and Atlanta 




1 Hi Ht% a 1 1 ssos to: be learned 
from the research and development 
behavior patterns common to manu- 
feeturers of computer hardware. 

It's the sharing of knowledge. 

The realization of what the dup- 
lication of mistakes can cost has 
brought about a pooling of know- 
ledge that lias saved each from 
piking the other's" mistakes even 
once, Imagine what it could mean, 
on a continuing basis, to the broad- 
cast advertising industry to learn 
tfhat won't, work in the creative, 
^c.be*J|iling, technical fete.) ends 
of the business, 

The dollar duplication Saved by 
the sharing of positive as well ,m, 
negative knowledge can be applied 
to more rapid advancement of busi- 
ness. The decision by the networks 
m pool election tabulation informa- 
tion is a close example. 

The historic, painfullyvarrived- 
at move by tlie American Bankers 
Association to set all account niim- 
bers in the same symbolic Iari- 
guagc that could be read magnet re- 
ally in the same location on all 
checks, is another guid«? to be fol- 
lowed as soon as possible by the 
computer users in; the broadcast 
a d ve r t i si ng i n d u st ry. 

In this issue we look at another 
move into the computer field, this 
time by a national rep — . H-K. 
The tide of machine-processable 
data is swelling and becoming 
swift. It's not too early to estab- 
lish an all-broadcast advertising 
Indus ir> committee to work for the 
ptpbiislinient of standards (per- 
haps in cooperatitm with the 
American Standards Association 
and the computer-systems people 
who are already working with 
CQIJQL — Common Business- 
Oriented Language) to make the 
exchange of this information 
S4itooth„ rapid and meaningful. 




LETTERS 

CATV Investments 

Just today I happened to he 
reading y our "newslcner" (June 
15 issue), ami the thought occurred 
to me about a slurs that I'm sure 
would he of great interest u> the 
readers ot Sponsor. 

kvidently a great main broad- 
casters are purchasing ( A I V 
operations with a view ol con- 
verting them for pay-tv. On paper 
this sounds most logical, but l'\c 
heard a number of engineers say 
I hat from an engineering stand- 
point, it would be just as logical 
to build a new system rather than 
convert one already in existence. 
I'vidcmly. the requirements of 
pay-tv, from their point of view, 
are much higher than those lor 
CATV. 

Might I suggest that y ou r edi- 
tors talk with some of the tele- 
phone com pa n\ and CATV engi- 
neering people. I think their find- 
ings might surprise man) people 
w ho are making big CATV in- 
vestments. 

You told me that Sponsor 
is interested in "dollars and cents" 
stories. This could be a hot one. 

M ou in Robi r i s 

Dirtt lor <</ Atlvrrliunc and 
Sales Dcvtloptiteitt 
KIIJ-A 

//ii//viiiiik/, Calif. 



Praise Radio Article 

"Radio: Bigger. Healthier, 
Prosperous" — that is a terrific 
article on radio in your May 25th 
issue. 

Will you kindly ask your "Girl 
Friday" to send us 75 tear sheets 
of pages 25. 2t% 27 and 2S? 

H P. TiMoiin 

President 

I mi I nnoili v. lm 
Kill IS 

Hot Sprint;*, Irk 



House Ads, Too! 

Several times, now . . . 

I\e received some parncular 
kind of a "lift" seeing y our "only 
your rep gets through to buyers 
better than Sponsor" house ad. 

Only thing: \ou\e got card*, 
there from all over N'ew York, one 
from Dallas, and none from Chi- 
cago. W e like lo tease our N'cw 



\ urk people about the jxnsihiliiv 
ot our overiakmg them in billings, 
bill, all joking aside, ( hit. ago is 
now . and has u>r \ear\ been. ,it 
leasi the second nn>si uuporiaui 
advertising eenier in ihe n.uion 
and n's r.ipidlv gaming, loo. on 
New York' 

So. to help s on keep \ <mr house 
ads as up to date as the resi ol 
your m.iga/ine, enclosed are M>;ne 
cards from one of ( hicago's lead- 
ing represenlaine lirnis' 

Mn i. Doit sun 

MtiiMi>er. \ //</it i i it rn Ih-.lnt I 
< i rani U , />/> ,{ ( 
( hit i/e«'. /// 



Gratified 

I want lo take this opportunity 
to express our appreciation tor ihe 
tine article you * rote regarding 
our initial v en lure into television, 
" I ruval Shirts Makes l irst IV 
Plunge" ( Sponsor. J u ne S ). 

Publicity of I his. type is vcrv 
gratifying. especially when n 
comes from an outsi.uuling iraile 
publication like Sponsor. 

J \ M i s M \KN| it 

I(/v('/-/m//ic Manager 
Inn til Shirt ( '<». Inc. 
%<•»!• )tirk, V.)*. 



Ditto 

Your accurate reporting and in- 
teresting style of w ruing com- 
bined lo make a very good article 
lor our client, lruv.il Shirts < Spon- 
sor June 8 ). 

Hie Iruv.il people as well as 
those here at I he / low e Company 
read v our storv w uh great inieresi. 

I n IUmin 

I K c I'rt fitl, nt 

I In /li'u e ( < >mputt < lm 

\< H ) ,;l \ Y , 



Mirror. Mirror on the Wall 

I think Sponsor i% bclier 
looking than it has been and per- 
haps more interesting re iding 

I think vou are doing a good 
|ob 

Rom K r Dill on 

I it i f'fff J ft l 

KK\ I A'././i • «/;./ / I 
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FTC Demands Cancer Warning on Labels, Ads 



Health warning required on cigaret labels, promotion 
materials as of January 1 and on advertising July 1; 
Commission outlines what warning must disclose 



Washington — The staggeringly 
unexpected announcement that the 
Federal Trade Commission had 
adopted a rule to require a "may 
cause cancer" warning on all cigaret 
labeling and advertising brought 
pandemonium last week. 

Warning came up during last 
week's House Commerce Commit- 
tee hearings on cigaret and health 
bills. The news produced chill 
shock to the members of the Harris 
Committee and an "I-told-you-so" 
look to the faces of the tobacco 
industry representatives awaiting 
their turn to testify. 

A faint hope of reprieve for cig- 
aret advertising, particuarly broad- 
cast advertising, glimmered later in 
the hearing: "Changed conditions 
or special circumstances" — such as 
further voluntary action on the part 
of advertisers, the carrying out of 
the tobacco industry's voluntary 
code and the extent of the HEW 
and other informational programs 
— may permit a review before the 
effective deadline. 



In detail: The commission has 
decided against any specific word- 
ing of the required warning, which 
will become effective January 1, 
1965, for cigaret labels and all pro- 
motional materials, and on July 1, 
1965, for cigaret advertising. 

Harrassed copy writers will have 
to find a way to disclose "clearly 
and prominently, in all advertising 
and on every pack, box, carton or 
other container in which cigarets 
are sold to the consumer public, 
that cigaret smoking is dangerous to 
health and may cause death from 
cancer and other diseases." 

Clarifying the blockbuster, FTC 
Chairman Paul Rand Dixon said 
the labeling proviso will stand and 
that microscopic print will not be 
acceptable. But before the deadline 
for advertising copy and commer- 
cials to comply, if changes warrant, 
any cigaret company or other in- 
terested party involved (such as 
broadcasters) may petition for 
change or modification or even for 
a possible elimination of the warn- 



pai 

ing as it applies to cigaret adve aDl 
tising. Deadline for this kind « ^ 
pica or presentation is May 
1965. " 

Rep. Horace R. Kornegay (Tj 
N.C.) practically strong-armed tl 
FTC chairman into release, on III sa 5 
spot, of the 200-page FTC r£p<a to 
that included the new rulc-maM ^ 
provisos. Kornegay first got an If* c01 
mission from Dixon that the in ^ 
rules differed from the origin c t 2 
proposals — and the Congressiif -? 01 
insisted on knowing how. FT dei 
Chairman Dixon had hoped Tr ^ 
committee would get the Cofnnii er 
sion's report after its hearings 4. put 
a spate of bills on cigaret lafee 
ing, advertising and reseArc ®- 
Dixon had first asked the Con me 
merce Committee to hold up I ^ 
further action until after the FT ^ 
produced its own action. ticc 

The finalized rules will 4(1 pn 
original proposals to bar advtM to 
ing (and labeling) from implyf) of 
that smoking promotes health i ind 
well-being as well as claims {hi ue 
one brand is more healthy than 4 ^ 
other. The Commission will %<m 
and see how the tobacco industn we 
own cigaret advertising code is p ant 
into effect — hoping, said Dlxo ■ brc 
that this will make further rulii her 
along these lines unnecessary. 1_ 

In fact, Dixon told the stoni 
intent congressmen, that if tlJ 
industry's own cigaret code hi \t 
included label warnings, the flkipt 
might not have had to promulga Thi 
that rule cither. The FTC repfi are 
goes down the line on all pIlfAio 
of cigaret advertising, from yon! .y 1 
appeal to tar and nicotine claim ;ti 
and points out that all of ther r 
whether directly or indirectly, a 'ate 
"deceptive" because there is ifc: <■ 
disclosure of the dangers in smo «j 
ing. Chairman Dixon cited the fae Itj 
smoking and health report OS hf^r 
"mandate to act" on cigaret ,a> Di» 
vertising and labeling. The fiM 
naming of a cigaret brand on f 
package, with nothing more, con ^ 
titutes deception because the co. \ 
sumer assumes federal regultttfoi 



FTC Might' 

Rep. Horace R. Kornegay 
(I).. N.C), who was Dixon's 
chief challenger at the House 
Commerce Committee hearing, 
demanded an opinion of the 
chairman on whether action by 
Congress, subsequent to the rule- 
making now in effect, would not 
nullify the Commission's action. 
Dixon wanted time to consider. 

I le did. however, point out 
that by the July I. 1965. dead- 
line for advertising compliance, 
the Commission might decide 
on its own to revise or eliminate 
the requirements in the present 
rule as they apph to broadcast 
or other cicaret advertising. He 



Revise Ruling 

invited all interested parties to 
submit their own ideas along 
these hazard warning lines and 
their reasons for thinking adver- 
tising does not need the hazard 
warning. Dixon said he expects 
to get together with members of 
the tobacco industry and with 
broadcasters and advertisers to 
try to help them carry out the 
new ruling. 

" The Commission would wel- 
come voluntary compliance by 
the industry or other changed 
circumstances which would ob- 
viate the need for formal en- 
forcement proceedings or sanc- 
tions." Dixon said. 



CLEARED, BUT COOLLY 

Justice Department OK's Cigaret Code 



Washington - — Justice De- 
partment's letter of clearance for 
antitrust aspects of the tobacco 
industry's voluntary cigaret ad- 
vertising code is a rather luke- 
warm document," according to 
Washington sources. 

Antitrust chief William Orrick 
says there'll be no prosecution 
for adherence to code rules — 
but J ust ice does not want this 
construed as an endorsement of 
the self-regulatory provisos on 
cigaret advertising. Time and 
government proceedings now un- 
der way will decide "what stand- 
ards are appropriate and wheth- 
er they should be enforced b\ a 
public agency or private action." 

With the Federal Trade Com- 
mission and the I louse Com- 
merce Com mittee hearings con- 
sidering standards of advertising 
regulation tor the industry. Jus- 
tice says "it would be inappro- 
priate for us to give any sanction 
to the permanent establishment 
of a private organization setting 
industry standards until the 
views of Congress and the FTC 
have been made known. 

"In the meantime, however, 
we assure you that no criminal 
antitrust prosecution will be 
brought b> us as a result of ad- 
herence to the code. This com- 



mitment oil oui part should not 
be taken to lepreseut a judg- 
ment that the code w ill in tact 
reduce the health lia/ards re- 
sulting from smoking, or lessen 
the appeal of cigaret advertising 
to youth." 

I he industry code is aimed 
primarily at barring special ap- 
peal to youngsters in advertising 
of cigarets — but there is no 
mention of the kind of enforced 
warning about health hazards in 
smoking that the Fl C would put 
on cigaret labels and advertising. 
A number of bills under consid- 
eration during last week's I louse 
Commerce Committee hearings 
would back the FTC authority 
in this, or hand the job to the 
Food and Drug Administration. 

J ustice Department's carefully 
noncommittal attitude toward the 
code is typical of all government 
action in this flamingly sensitive 
area, where considerations of 
public health lock horns with 
economic dislocation, liven the 
Department of Health, Fduca- 
tion and Welfare was not fully 
committed, at last week's hear- 
ings before the I larris commit- 
tee, to any early or even certain 
moves to press for health haz- 
ard labeling (see "The Week in 
Washington"). 



lake the product safe for con- 
umption. said Dixon. 

The Fl C chairman sard he w as 
nvare of the difficulties facing 
adio and television advertisers if 
■hey have to consume time to re- 
peal the hazard warning, in what- 
ever words they choose. He in- 
dicated that the Commission was 
[not unreasonable, would not go 
10 such extremes as to require 
Lnulliple annou ncement during the 
Advertisement. 

Dixon was questioned on the 
possible clash between the claim 
m the Department of Health. 
(Education and Welfare that its 
FDA should handle cigaret I a be I - 
cftc and the FTC rale-making. 



Dixon assured the congressmen 
there was no conflict: there is liai- 
son between the gov eminent agen- 
cies at all times. He said PDA 
may handle it under its Deceptive 
Practices statute. (Apparent ignor- 
ance of HHW\ Surgeon General 
Luther ferry of the FTC action, 
during his earlier appearance, 
threw a bit of doubt on just how 
complete that liaison i\.) 

Dixon said his agency felt it had 
a mandate from Congress to pro- 
tect consumer interests under its 
laws, and would proceed lull speed 
ahead with this action unless 
Congress legislates some curtail- 
ment of its power to regulate cig- 
aret labeling and advertising. 



I he lengthy ( >>iinii u hi i«.p wt 
has tins kindly thou 'lit lot adver 
lisei s .■ i it.1 label copy w i ik rs .ilvnil 
using their oun jud 'Hk nt <>n the 
woidiii' t>l the Hazard w arum ■ 
" I he ( oiunussKtii believes di.tt the 
individual advert isc! s should lv 
free to formulate the required dis 
closure in any m.uiik r thai ink lli- 
gibly conveys the suise of the re 
quired disclosure in a fully cons 
picuous fashion I he ( oiuiuissioii 
w ill. on request, advise whether 
proposed forms ol disclosure com- 
ply with the requirements ot :1k 
rule." 

lor every boost in the report 
there is a knock . "\\ c have found 
cigaret advertising has been of such 
character and magnitude as to 
have the effect of obscuring aware- 
ness of the risks of health. I luis. 
if present conditions of cigaret 
merchandising continue unchanged, 
the public clearly requires the in- 
clusion in all cigaret advertising 
of disclosure of the hazards to 
health of smoking." I his is for 
the present, but the Commission 
chairman "strongly hopes" that 
the codes and the educational pro- 
grams will make a different situa- 
tion in the future 

Throughout the hearing, there 
we re periodic angrv comments from 
the members of the committee 
about the need to curtail the spread- 
ing reach iff agency powers. 

FTC's recent run-in with Sena- 
tor W arren Ci. Magnuson (D 
Wash.) during an Appropriations 
hearing — over the agency's 
"snooping" into corporate income 
tax information -- w .is brought up 
several times. More than once 
there was outright declaration that 
Congress might have to enact 
curbing legislation for the agency 

A length) exchange between 
Commerce Committee Chairman 
Oren Harris ( 1) , \rk ) and Dixon 
dealt w ith the fundamental right of 
the I IC to find au'horitv under its 
Deceptive Practices act to attack 
the cigaret industry with a demand 
for affirmative disclosure 

Harris hammered on the concept 
that Fl C laws permit it to regulate 
only to prevent deception, not re- 
quire statements Dixon hammered 
just as hard on the disclosure re- 
quirement as ,i necessarv t.k tor n 
correcting deception. 

1 larris' last word "* I his question 
mav need legislative clarification " 
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Hobbs: Say No' to Dull, Lazy Ads 

Benton & Bowles VP sees growing determination for ex- 
cellence in advertising; urges clients to stop feeding 
pap to audiences, start talking up to them 



Mackinac Island, Midi. — Al- 
though highly critical of much of 
today's broadcast and print adver- 
tising product, Whit Hobbs, senior 
v ice president in charge of creative 
services at Benton & Bowles, is 
optimistic about advertising's fu- 
ture if responsible people in the 
business stop talking down to their 
audiences and say "no" to dull- 
ness and lazy, limp advertising. 

"in quiet corners throughout the 
advertising world," Hobbs told the 
joint annual meeting of the Michi- 
gan Gas Association and the 
Michigan Electric Association, 
"creative people are realizing that 
advertising that is exciting and 
satisfying to do is also exciting and 
satisfying to view." 

The level is inching higher, 
Hobbs added. "And the determina- 
tion to get rid of the cliches and 
the clutter is growing stronger. The 
determination to be excellent is 
spreading because it is highly con- 
tagious. And more and more 
clients — not enough, but more 



Tv Residuals at Issue as 
Actors Guild Votes Strike 

1 loll} wood — Negotiators for 
the Screen Actors Guild have a 
strike vote in their pockets — if 
no agreement is reached in current 
contract talks. 

Guild members voted over- 
uhelmingly last week to strike if 
demands are not met by the June 
30 expiration dale of the contract, 
but reports are that any walkout 
will not occur for about a week 
after the deadline. 

Big bone of contention is a 1 00 
percent hike in pa\ merits to actors 
lor the re-runs of tv films. 

A strike would not affect the 
production of tv commercials but 
could spell trouble for the various 
tv series, just now getting reach 
t<> film lor the forthcoming season. 



and more — are catching it; they 
are looking to their agencies for 
new directions, new ideas, new 
ways of breaking out of the great 
miasma of mediocrity and being 
noticed and remembered." 

Advertising that is overlooked, 
the B&B executive declared, "is 
over-priced, particularly at today's 
prices." 

Striking out against cliches in 
advertising, Hobbs asked, "Where 
do we find people ... so stupid 
they can sit there and eat a whole 
meal and not know there's an an- 
nouncer standing right there in the 
room with them? Where do we find 



those models in car ads: those tal 
gawky, empty-headed, flat-cheste 
girls — standing there with silhj 
gaudy clothes on and plumes ij 
their hair, and their feet spreat 
way apart like they had an itc 
— staring adoringly at the ne$ 
car?" 

Automobile advertising, he sai'E 
tries to win prizes instead of cusl 51 
tomers. "All that footage of gor P 
geous windswept countryside, an 
then the announcer says, 'The nd ^ s 
Oompty-oomp isn't a car, it's 
feeling.' The hell it is. It's a caj! 
and it costs several thousand p 
clams." 

Stop underrating the consumer 
Hobbs said. "Stop feeding thenf^ 
pap; they've outgrown it years age 
Start talking up to them, that's th 
way they want to be talked to 
Follow the golden rule and do ad P M 
vertising unto others as you woul* 
have them do advertising unto yoM Si 
Bright, bold, friendly, helpfu 
challenging, entertaining advertis 
ing that customers like — becaus 
it likes them." 
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Hurok Joins Pay Tv / Sets Up Recital Series 



Hollywood — A new name en- 
tered into the pay tv picture last 
week with the announcement of im- 
presario Sol Hurok as cultural con- 
sultant to Subscription Television, 
Inc. 

Hurok, in an obvious attempt to 
get the pay tv system off the 
ground, announced that he had 
concluded arrangements to have 
Van Cliburn and Arthur Ruben- 
stcin appear in a series of special 
piano recitals. 

He said he was also discussing 
similar concerts with classical gui- 
tarist Andres Segovia, cellist Mstis- 
lav Kostropovich and five opera 
singers — Marian Anderson. Mary 
Costa. Victoria de los Angeles, Ro- 
berta Peters and Jerome Mines. 

STV president Sylvester L. (Pat) 
Weaver, in the past, had mentioned 
his projected cultural attractions for 
the pa\ tv ser\ ice. but not until the 
Hurok appointment did he spell out 
what he had in mind. 

S I V expects to begin transmit- 
ting programs to subscribers in Los 
Angeles on July 1 7 and in San 
Francisco on Aug. 14. according 



to Weaver. The original kickof 
date of July 1 (see Sponsor, Jun* 
15, p. 16) was hampered by fierft Eve 
opposition to pay tv in California 
by a hold up in stock issuance b; 
SEC and because of trouble will 
the system's hardware. The nev 
dates will coincide with the begin 
ning of a series of games between 
the Los Angeles Angels and ths 
Chicago Cubs and the San Fran 
cisco Giants and the Milwaukee 
Braves. Steady coverage of ganic 
of the two California clubs I 
planned. 

STV has also expressed interes 
in snaring collegiate football events 
at four California universities (®M. 
Sponsor, June 22, p. 3), pointing 
out that prices for the games wou's 
be comparable to box office ndintpflbirj 
sions or lower. 

Weaver said that fewer that 
4000 homes in Los Angeles wouli 
be wired to receive the programs b\ 
July 17, but that he ex pee 
about 50,000 subscribers by ttaj 
end of the year. Tentative breath ^ 
even point. Weaver said, is soM 
where between 70.000 anil 80,000 
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Spot Tv Backs Stiffen at Piggyback Curbs 



tations face July 1 point-of-no return on heels of 
nternational Latex revolt; Colgate takes a long 
and hard look at local piggyback policies 

earmarked tor 



New York With the Inlcr- 
Ipiional Latex at owed boycott ot 
pot tv (see Si'ossoK Si on ), 
he many -lace ted question of piggy - 
►acks conies sharply into fivus 
nd a cliff-hanger of major propor- 
|ons is in the making. I he point- 
f-no-retum for stations, undecided 
(rr otherwise on piggybacks, is 
bout July t . and blue-chip adver- 
'i jsers who have concentrated heav- 
ily on spot iv (and piggybacks) are 
damant. 

Committed piggyback advertisers 
ravwi up in battle array include 
tich big spot tv sponsors as Col- 
li le. Alberto - Culver, American 
Ionic Products, Standard Brands, 
lelene Curtis, Lever Bros, and 
thers. Strategies of all are so wed- 
ill to piggyback that chances are 
hey have feu, if any. niinute-single- 
i rod net or nuilti-product-integrated 
rtmmcrcials right at their finger- 
ps. 

And it's not just a matter of eom- 
issioning new spots. It takes about 
o months to make filmed com- 
lercials. 

Fven if reluctant advertisers did 
ant to convert to integrated com- 
rcials. time would be against 
em. Hence, the Jul) I point-of- 
o-return for stations. 
International Latex decided the 
nce-sitting had to come to a halt 
Bth a no-nonsense letter to stations 
nnouncing a blackout of spot t\ as 
'f Sept. I when the NAB code 
gulations on multiple product an- 
■uncements take effect. 

Other advertisers, main of them 
veil freer spot spenders than La- 
k are equally u ncompromising 
rid intend holding their ground 
i two especially sensitive areas; 

(1) "Unreasonable" payments of 
reniiuni rates for piggybacks. 

(2) Acceptance of less-tiian-effi- 
icnt piggy back time periods. 

A case-in-point: Colgate, king of 
iggybackers. with an annual cut- 
ty of $30 million in spot tv. not 
1 be discounted on Main Street 
"he company's spot growth in the 
ast four years has been 1 00 pcr- 
nt. with about 90 percent of its 



current investment 
piggy backs. 

Alert to the burgeoning opposi- 
tion to piggybacks. Colgate has 
been keeping a watchful eye on its 
investment by way of a continuing 
survey of the stations it has been 
doing business with in both primary 
and seeoiulary markets since last 
Sept. I . I he u p-to-the-nunute Col- 
gate scoreboard: a third of the sta- 
tions indicate they will continue to 
air piggybacks either on the basis 
of no extra charge or for a pre- 
mium pay nient. another third has 
turned thu mbs down on piggybacks 
altogether; the remaining third is 
a question mark — they can't or 
won't make up their minds. 

Colgate reasoning, it appears, 
says that if the company can buy 
time from 50 percent of the first 
category (piggybacked without a 
premium rate) and the lion's share 
of the undecided category (at least 
70 percent), it will be out of the 
woods for the fall. 

But Colgate likely has no inten- 
tion of entrusting all of its pigs to 
one poke. With the added nuilti- 
million dollar bankroll it can flash 
at the networks, the company seems 
to feel certain of a sympathetic re- 
sponse to its piggyback commit- 
ment. 

A nd there's radio. Colgate has 



been flirting with the medium on 
and otl f«»r the past two \e.irs and 
it might just siphon se vt ral million 
dollars from t\ spot. p» siblv put 
tinu itsell in a position to dominate 
radio 

\s Colgate sees it. compliance 
with the new multiple aiiounce ment 
strictures (and their application on 
the local level) could mean a severe 
jolt to the firm's promotional econ- 
omy. I he basic reason for Colgate's 
double leap into spot tv four years 
ago w a s advertising flexibility 

At the height of the piggyback 
fracas, a competitive factor insinu- 
ates itself in the corporate person of 
Procter \- Gamble, a ^70 million 
giant in spot tv ranks IWG\ mar- 
ketplace opposition say s ruefully 
that the company can easily afford 
to limit its piggyback advertising to 
a tew products, but the others, op- 
pe rating on smaller budgets, lee I 
piggybacks are dictated to meet the 
\\KiG competition (Lever spends 
s2 I -22 million in spot tv. Allvrto- 
Culver. SI 4-1 5 million) 

A nd it all boils down to a vital 
tug-of-w ar between principle and 
economics. Lor the first time, big- 
money advertisers are complaining 
that lines of communication and 
personal relationships with an ad- 
vertising supplier have become 
strained I he rift, if it exists, has 
certainly shaken certain advertisers 
whose growth over the past 10 to 
12 years has been pegged to t\ . 
and in later years more and more 
concentrated on spot tv 



THEY'LL HEAD NAB BOARD 




After their election to top spots on NAB board, new leaders get together left to right, vice 
thjlrmtn, radio board, Jack W lee (WPRO Providence), chairman, radio board. Rex G Howell 
(KREX Grand Junction, Colo ), chairman, joint board*, WilUrd Schroeder (WOOD Grand Rap.d». 
Mich); chairman, tv board. Mike Shapiro fWFAA Dallas), and vie® chairmen, tv board. John F 
Ditte. Jr fWSJV-TV South Bend and WKJG-TV Ft Wayne 
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Survey Report Says New Yorkers 
Don't Disapprove Radio Liquor Ads 

Schwerin study shows two-thirds in favor of broadcast 
liquor commercials; Schenley renews six-a-week series 



New York — Liquor advertising 
on the air? Most New Yorkers don't 
seem to mind at all. according to a 
survey taken by the Schwerin Re- 
search Corporation in the metro- 
politan area. Of 972 adults inter- 
viewed, two-thirds of them indi- 
cated they did not objeet to liquor 
commercials on radio after 10 PM. 
(See chart on this page). 

Inspiration for the study came 
from WQXR which announced 
earlier this year that it would break 
a long-standing industry taboo and 
accept liquor advertising on a eon- 
trolled basis. Schenley signed for a 
six-night-a-week scries, Nightcap, 
and found results sufficiently en- 
couraging to renew the series this 
week. When asked by Sponsor to 
comment on the Schwerin report, a 
Schenley spokesman merely said, 
"It's not surprising to us." 

Announcements on the Schenley 
series have been limited to news of 
special cultural events and interest- 
ing places to visit in New York, 
with no product identification. It 



was announced the format would 
remain the same in the future. It 
was also pointed out that both the 
station and Schenley have received 
many commendatory letters, indi- 
cating "a genuine interest in and ap- 
proval of this type of public service 
message." 

In discussing the origins of the 
Schwerin survey, John V. Roberts, 
vice president of the research firm, 
declared, "Detecting very little emo- 
tional, or any other, response to the 
(WQXR) announcements from 
either wets or drys, we became curi- 
ous about the attitude of the public 
toward hard - liquor advertising in 
general." 

The survey showed that women 
were less receptive to liquor adver- 
tising on the air. approving it by a 
five-to-three margin, while men ap- 
proved it by a three-to-onc margin. 
Also, parents of youngsters under 
15 showed no "special apprehen- 
sion." 

Asked what they thought of a 
recent announcement by a "New 



RADIO LIQUOR ADVERTISING 



DO YOU THINK IT WOULD BE 
ALL RIGHT OR A BAD IDEA 

FOR ALL RADIO STATIONS TO BROADCAST 
LIQUOR COMMERCIALS AFTER 10PM' 



WHOLE SAMPLE 

N-972) 



WOMEN 

PARENTS OF 
CHILDREN 
UNDER 15 

ALL OTHERS 



FREQUENT DRINKERS 



OCCASIONAL 
DRINKERS 



NON DRINKERS 



PERCENT SAYING "ITS ALL RIGHT': 
55% 

60% 




Chart courtesy Schwerin Research Corporation 
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York radio station" that it would 
accept liquor commercials few 
broadcast after 10 p.m., 58 percent 
of those surveyed approved, whili 
27 percent were opposed. When thf 
question was expanded to cover all 
radio stations, the figure was 55 0 
percent in favor and 26 percent 
against. 

Also, the survey indicated that 
"respondents were much less favof^ 
able to the presence of liquor a(H 
vertising on radio and tv than id 
print media and, not unexpectedly, 
approval varied inversely with the! 
alcoholic proof of the advertised 
beverage." 

The most liberal subgroup inter-' 
viewed was the 26 to 35 age bracket ;tli 
— a whopping 70 percent of these 
favored radio liquor commercials 

The Schwerin report conclude? 
that while the results of its survey 
"do not constitute a mandate ■ 
flood tv and radio with booze ad 
vertising. they do point to a fairly 
permissive and tolerant consensus 
in favor of allowing radio the same 
privileges enjoyed by the print me- 
dia." 
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Pattern of Farm Broadcas 
Undergoes Radical Change 

Cherry Hill, N. J. — Farm Sri 

have the same consumer needs as 
anyone else, and broadcast advsr«| 
tiscrs have long since begun to real 
ize it. In a panel discussion on 
"Farm Radio in the Urban East' 
at the summer convention of thse 
National Assn. of Television an*? 
Radio Farm Broadcasters, the over- 
all consensus was that advertise} 
participation in farm broadcasts hia! 
changed radically. 

Both in the discussion and ip 
the presentation that preceded ftJ 
it was pointed out that in years past, 
the average farm program war 
sponsored largely by farm equip- 
ment dealers, chemical and fertil 
izer firms, etc. Today, more aflj 
more straight consumer account 
are finding their way into fan 
programs. 

The pattern has changed, 
in advertising and programing 
Some farm broadcasters give bast' 
ball scores on their shows. OtHeflj 
orient themselves toward the eit\ 
listener, listing the best buys i.i 
produce, getting behind drives sue!" 
as Dairy Month. 
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Tv 1st Quarter Viewing & Billings 
Ire Bullish; High Levels Reached 

average time spent at the set per television home per day 
vas six hours, up two minutes over last year. Billings 
tlimb $36 million — 16.5 percent rise over year ago 



Now York — A banner quarter 
lr television • — with viewing ami 
il lings both up. 

Viewing in the first quarter of 
964 hit its highest level in the his- 
tory of tv (with a notable execp- 
ioh) with the report that the a ver- 
ge time spent at the set per tcle- 
ision home per day was an even 
■ hours. The exception was the 
inter of 1 9 5 7 - 5 S when a flu epidc- 
ric kept viewers in their homes 
nd at the set for an average of 
ix hours and one minute daily. 

Viewing time for the first quar- 
;r of 1 l >63. according to l elcv i- 
|p Bureau of Advertising figures, 
as 5:5S. 

In the billings department. IvB 
-ports a 1 6.5 percent increase in 
|pot tv by national and regional 
vertisers during the first quarter 
I S)64. Earlier, TvB had ind icated 



Collins Announces NAB's 
-ommittee Appointments 



Washington - ■ NAB President 
IfRoy Collins has announced ap- 
ointment of committees. 

I he general fund finance com- 
i it tee w ill be co-chaired by 
ten Strouse. president. W W'DC 
;t, Washington, and Pa \ son Hall, 
resident. Meredith Broadcasting 
o.. Des Moines. 

Joseph E. Baudino. \ ice prcsi- 
ont, W estinghouse Broadcasting 
*o.. was named chairman of the 
y-laws committee. 

Selected as co-chairman of the 
onvention committee were John 
Dille. Jr.. president. WSJV-TV 
outh Bend-Elkhart. and Jack W. 
ee. vice president and general 
plage r. W PRO Providence. 

Hie membership committee w ill 
avc Carleton I). Broun, president 
nd general manager. WTVL W'a- 
ifVille, Me., and Joseph S. Sin- 
president and general man- 
ger. WJAR-TV Providence as 
o-chairmen. 

,. one 29, 1964 



a l ).4 percent boost in network 
time and program billings. 

Total spot billings for the initial 
l l >64 quarter were S25.VJ43.000 as 
compared with IW>3\ $219,771,- 
000. 

Product classes showing sub- 
stantial first quarter hikes include 
automotive (up 31 percent), con- 



ditions and s >tt drink (up 12 p i 
cent), '.ishIiik- ind luh t.mt < up 
4<! percent 1. houschol I pqxf prod 
nets ( up 4'J jx Kent i and If .us |vr 
l.itioii and tiavel (up ^2 pi. Kv tit ! 

( )f the total invested in sp >t tv 
during the first quirter. *>SO H2 

000 w as spent in prune in 'lit h >u i s. 
*63. 141.000 m d.i\, V*U,(»12,!MtO 
m earl) evening and SM ,4U(».Ot )• ) 
in late night. 

\d vertisers joining the ranks of 
the top |()0 sp it tv users fur the 
lust time in a in quarter were \in 
eriean ( an Co ( "s74 1 ,W0i, IK.i 
trice Poods ( o (MiKd.MHIi. ( l.irk 
Oil \ Refni in-; Corp (sSTs.Sooi. 

1 J McMccr\v ( o.. Ine iSM 1 ',- 
500) and National Airlines. Ine 
CsM.VSOOl. 



Advertising Should Emulate Personal 
Selling, Cone Tells Johnson Officials 



New York — Two hundred 
Johnson's Wax officials from 32 
countries were given a primer of ad- 
vertising - — with pertinent tv and 
print illustrations — bv Fairfax M 
Cone, chairman of the executive 
committee of Foote, Cone & Bedd- 
ing. 

Advertising, said Cone, whose 
agenc) has long represented John- 
son's Wax in the I'.S.. is '■some- 
thing you do when vou can't go 
see someone about a product or 
service you want to offer . . . ob- 
viouslv. going is best." 

Criticizing tv for failing to emu- 
late personal selling in cv er\ pos- 
sible aspect of honest), simplicity 
and directness, he said. "Just now 
television is in the throes of dis- 
regard, with comic aviators in old- 
time comedy biplanes touring boxes 
of breakfast food through painted 
clouds, w ith marimba bands plav ing 
behind razor blade commercials . . . 
and men and women with black- 
ened eves declaring dies would ra- 
ther fight than switch from a not 
very popular brand of filter cig- 
arets." 

Show ing example after example. 
Cone outlined the fix c cardinal 
rules that, he said, "must be ob- 
served in tout if the advertising is 
to succeed." 

I Ie listed the rules as follows, 
advertising must be clear as to 




Con* . "tv is in thro*s of disregard ' 

what the proposition real I v is. it 
must be complete m explaining the 
proposition, the proposition must 
be important to the prospect, its ap- 
peal must be personal and it must 
demand that some auion be taken 
Speaking to the s.inie group. 
Howard M. Packard. Johnson's 
Wax president (his firm spent MO 
million-phis I ,ist vear in tv ). stressed 
that advertising should be an im- 
portant concern not onlv of at! di- 
rectors but lit all management peo- 
ple. Successful advertising pro- 
grams, he s.i id. demand th it busi- 
ness managers understand . dv end- 
ing and have the right attitude to- 
wards it '* I he job ot advert is is 
to sell goods now . not at some d s- 
tant po nt in the tuturt. ." he s,nd 
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SPONSOR SCOPE 

PROBING THE CURRENTS AND UNDERCURRENTS OF BROADCAST ADVERTISING 



Nets on line for $450 million 

There's perhaps no business like the. tv net- 
work business in one rcspeet: the mandatory 
planned investment for material inventory over 
the next full 52 weeks. The average business 
can cut back at intervals with the going market 
or demand. With network tv the obligated cost 
is fixed. That is, in the area of programing 
inventory. Hence, before the three networks ring 
up the curtain on the 1964-65 season, they'll 
have committed themselves to around $450 mil- 
lion on the season. This is just inventory and 
does not include fixed overhead. Here's how 
Sponsor Scope estimates the programing dol- 
lar dimensions: 



Tv film entertainment series 
Boxoffice feature film series 
"live" variety, musicals, panels 
News, documentaries, specials 
Daytime programing 

TOTAL 



$225,000,000 
25,000,000 
50,000,000 
50,000,000 
100,000,000 

$450,000,000 



Soap opera: 28 to 35 thousand weekly 

If you're not conversant with the economics 
of daytime serials, here's some updating. The 
package price for five half-hours a week now 
ranges between $28,000 and $35,000. Figures 
roughly 60 percent above the line and 40 per- 
cent below the line in budget ratio. The install- 
ments arc done mostly live. Tape will be re- 
sorted to (1) when an important player has a 
Broadway role or (2) to make it convenient 
for the cast on a holiday. Incidentally. CBS-TV's 
Jim Aubrey is quoted in soap opera precincts 
as saying that the best acting in tv is to be 
found in daytime programing. 



Does network rerunning trip up spot? 

Can the current sluggish flow of spot tv sales 
be attributed in a substantial part to the fact 
that the networks started their nighttime repeats 
as far back as May? Certain key station reps, 
anyway, are citing this angle as a likely reason 
for orders with July starting dates not being 
up to expectations. These reps' suspicion: ad- 



vertisers and agencies have become wary of 
the diminished vitality in programing brought 
on by the advanced period of reruns and have 
postponed their schedules. Aggravating the situa- 
tion: newspapers going out of their way to note 
reruns in tv listings. From the reps' viewpoint: 
amortizing tv film inventory over 52 weeks may 
be an economic fact of life for the networks, 
but for national spot it creates a tougher predica- 
ment each succeeding summer. 



Tv stations, reps reexamine markets 

This is the time of year when the tv reps 
and their stations do their reviews of the market. 
Like programing, rate revisions, research, pro- 
motion. Suggested trend at the moment on rates: 
increases will be anything but dramatic. Rate 
adjustments will follow the more modern philo- 
sophy of gearing them to the competitive audi- 
ence-pull over specific spans or periods in the 
schedule. The concept adds to the complexity 
of a rate card, but, on the other hand, the rate 
structure's far more realistic and the buyer has 
a more pinpointed conception of what he's get- 
ting for his money. 



Network sports bill $81 million 

Sports, the built-in excitement fuse as far as 
tv is concerned, shows a greater sponsor appetite- 
appeal than ever. The hunger isn't being retarded 
in the least by the escalating appetite of the 
sports promoters for more money. The dimen- 
sions of sports network tv for the 1964-65 sea- 
son: a total of 47 packaged series and single 
events with gross sales covering rights, time and 
production adding up to close to $81 million — 
$8 million more than for the 1963-64 season 
(February 11, 1963, Sponsor Scope). Next 
season's tv sports innovation, of course, is NBC- 
TV's scheduling of the Orange Bowl on New 
Year's night. It could be a breaking of ground 
for regular nighttime network sports. Like an 
hour set aside weekly for various types of eventSi 
Would give advertisers a chance to get into a 
different type of programing at night. An entic- 
ing element for sponsors: reaching men on a 
more systematic basis. As bin as the $81 million 



looks, the networks (when it's .ill over) don't net 
anything near the profit they do from regular 
entertainment programing. Hut it does keep the 
affiliates happy and gives the viewers a stimulat- 
ing topie of conversation, lollowing is the sports 
inventory of the coming season as compiled In 
Sponsor Sc on , with the package prices obtained 
d i recti) from each network: 

ABC-TV 



P AT K Af.PD PVPNTC 
rM^KMUCU t Vsfl 1 3 


P At V A fit SIIIIWHC 


Wide World of Sports 


$ 7,500.000 


AFl Games 


5.750.000 


NBA BasUthall 


3.000,000 


Wonderful World of Golf 


1,800,000 


NBA Bowlers Tour 


1.500,000 


AFL Postgame Show 


650,000 


American Sportsman Series 


600.000 


AFl Champion Game 


3B0.0O0 


AFl All-Stars Game 


380,000 


liberty Bowl 


300,000 


Blue Bonnet Bowl 


300,000 


Gator Bowl 


300,000 


Davis Cup 


210,000 


North-South Shrmers Game 


200.000 


TOT Al 




CBS-TV 




NFl Games 


$16,000,000 


Baseball Game of the Week 


6,000,000 


CBS Golf Classic 


1.900,000 


NIF Championship 


1.800,000 


Sports Spectacular 


1.600,000 


Pro Football K.ckoff 


750.000 


Pro Postgame Show 


400.000 


Carling Golf Tournament 


380,000 


NFl Playoff Bowl 


350.000 


Triple Crown Racing 


350.000 


Cotton Bowl 


350,000 


Masters Tournament 


275.000 


PGA Tournament 


250,000 


TOTAL 


S32.40S.0OO 


NBC-TV 




NCAA Football Games 


S 9,500,000 


Ma|Or league Bascbal 


4,000,000 


Wo/ Id Sencs Baseball 


3.800,000 


NBC Sports Series 


1,500,000 


Orange Bowl 


900.000 


Rose Bowl 


700.000 


All-Star Baseball 


600,000 


Golf World Series 


500.000 


NCAA Pre-Gamc Show. 


500.000 


Pro Bowl 


500.000 


East-West Game 


500,000 


Sugar Bowl 


500.000 


Bmg Crosby Golf Tour 


400,000 


NCAA Football Scores 


400.000 


U.S. Open Golf 


250.000 


U.S. lawn Tennis 


200,000 


World Series Pre-Game 


200,000 


Sun Bowl 


200,000 


Senior Bowl 


200,000 


TOTAL 


$25,350,000 



Football 54% of tv sports revenue 

I his is a supplementary look at the hillings 
potential for sports programing on the three iv 
networks during the I M(>4-<>5 season ( See the 
tabulation by individual sports packages at led I 
Football, with an aggregate take of $4 3 K mil- 
lion, vv ill account for 54 percent of all sjxirts 
billings, .i jump of $N million in revenue and 
9 percent in share. Baseball's $14 r> million 
make it still the second most popular bit). I p 
$4 million from last season. Prospect from golf, 
strange as it may seem, is down by S3 million 
among the three networks. However, this will 
probably be leveled out by independent tourna- 
ment hookups. The coming season's tall) by cate- 
gory: 



TYPE OF SPORT 

Footha I 
Baseh.ill 

Sports anthologies 
Golf 

Bastetb.ill 
Bowling 
Horse Racing 
Tennis 

GRAN0 TOTAL 



ESTIMATE PACKAGE BILLINGS 

$43,810 000 
14 600 000 
I I 200 000 
5 000 
3.000 000 
I 500 000 
350 000 
210000 
$80,625,000 



GRAND TOTAL 



$80,625,000 



Perplexed Latex exits fall spot tv 

The fat's in the fire on the piggyback issue 
International Latex put it there by advising sta- 
tions and reps that spot tv won't be part of the 
company's plans for the fall In 1963 Latex' 
spot bundle was around S7 million. I his year, 
exclusive of the last four months, the budget's 
in the $3.5 million bracket. Latex' version for 
its action, as conveyed bv John Boone. Latex 
manager of broadcast advertising; as long as 
the bulk of the stations in the bulk of the major 
markets can't make up their minds as to piggy - 
back policy as of September I . it is impossible 
to plan a spot campaign. It is imperative that 
Latex" smaller budget products be encased in 
piggybacks. Latex is not interested in occupying 
the less, or least, desirable positions on a sta- 
tion's schedule or local programing with an out- 
of-reach CRM. Network (where piggybacks are 
permitted) vv ill get more of the latex budget 
Other media have been explored and will he 
used. However. Latex is not bu mine its bndee 
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behind it entirely. If the "fog" clears away and 
it becomes practical enough for Latex to use 
some spot tv, adjustments can be made. But 
not at premium rates. That's the Latex position. 
Meantime Colgate and others keep canvassing 
stations as to their fall policies on piggybacks. 
Noted one upper-rung tv rep: Colgate's going 
about its quest the wrong way. Reps who have 
a close relationship with their stations arc in 
better shape to provide Colgate with the in- 
formation it wants. Power plays aren't the right 
means. Nor is it necessary to fly a round the 
country. Quite a number of important stations 
have made up their minds. All Colgate has to 
do is ask which stations have settled on a policy. 
Colgate's retort: sounds right, but from informa- 
tion it has at hand the piggyback situation is 
still in a big state of confusion. Most of the 
intelligence coming in is vague. Some of it has 
an air of the trial balloon. General impression: 
stations generally arc waiting to sec what others 
in the market arc going to do. As Colgate sees 
it: the critical point is but two or three weeks 
away. 



Metrecal, Wm. Penn endow spot radio 

General Cigar and Metrecal contributed last 
week to the good welfare of national spot radio, 
flic GC campaign via Y&R: for the William 
Penn brand, in about 30 markets, six weeks at 
the rate of 10-15 spots a week. Mctrceal's 13- 
wcek splurge is limited to the west coast. Sched- 
ule is for 10 spots a week, starting July 6. It's 
the last K&E buy for the account before passing 
on to another agency, yet to be named. 



Cigar leaders take $10.8 million t v 

'I v\ outlook from the cigar field for the 
1964-65 season is that of record expenditures. 
1 hat will apply to spot as well as network. Net- 
work commitments by the two top companies: 
Consolidated Cigar, a minimum of $6.3 mil- 
lion; General Cigar, a minimum of $4.5 million. 
Consolidated is putting its chips on four and 
a half commercial minutes of ABC-TV night- 
time and half sponsorship of two Danny Thomas 



specials. General Cigar is dividing its budget 
between a quarter each of Huntley-Brinklcy and 
the NFL games. General continues to (1) ride 
high on its Tiparillos, (2) emphasize such copy 
points as housewife acceptability and how to 
handle a cigar. Incidentally, Bayuk still leans 
essentially toward spot. Good for at least 
$750,000. 



NBC-TV ribs CBS-TV Bishop tag 

The big needle of the fall network tv selling 
season is being applied, openly, by NBC-TV 
to CBS-TV. NBC-TV sales' chortling disclosure: 
CBS-TV is offering the coming original install- 
ments of the Joey Bishop Show for $25,000 a 
minute, whereas NBC-TV is getting $29,000 
a commercial minute for the Bishop reruns. 
CBS-TV sales says it won't deny or affirm. 
Bristol-Myers is down for an alternate week of 
the CBS-TV scries. 



Effort to break the tv film barrier 

John G. McCarthy, president of the Tele- 
vision Program Export Association, is headed 
for another barrier-cracking mission in Europe. 
This one's two-fold: (1) trying again to induce 
Britain to increase its quota of foreign tv films 
from 14 percent (the present import limit); (2) 
persuade GATT (General Agreement on Tariffs 
and Trade) in Geneva to recognize tv film as an 
international commodity. Dimensions of tv film 
product on the international scene: (a) grosses 
about $70 million; (b) Canada is the No. 1 mar- 
ket, with Australia second and Japan third. Bri- 
tain, because of its stiff import quota, is fourth. 



Nielsen double shortcuts NSI service 

Another move's in the making at A. C. Niel- 
sen to make the station index more responsive 
to eastern advertiser and agency interest. Previ- 
ously the company disclosed it was moving the 
NSI to New York and putting in George Blechta 
as manager. On the back burner: taking Bill 
Hamill out of NTl sales and assimiiim him to 
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manager of NS1 for New York. I w in stroke 
removed the 900-mile Chicago impasse. 

To triplespot or not to triplespot? 

Issue of self-debate among some group own- 
erships and individual stations: whether to em- 
brace the NAB code authority's dispensation on 
triplespotting during the weeks before the elec- 
tions. Before making any decision, they're can- 
vassing policymakers among their regular ad- 
vertisers and agencies for viewpoints. Corinthian 
at least seems inclined to solve the dilemma by 
a clean pre-emption of the intervening spots. 

26 sources supply 71 film series 

There's been a marked reduction in the 
number of supplier sources for prime time net- 
work tv film series, even if you compare the 
1964-65 season with the current one. The drop 
in that interim: from 37 to 26. In other words, 
the proliferation of production sources has been 
slowed down for the first time since the advent 
of this type of programing. Whether this is good 
for the creative side of the medium is another 
question. The producer who seems to ha\e forged 
ahead appreciably over the 63-64 season is 
20th Century-Fox. Sponsor Srori \ rack-up of 
producer sources for film series products for 
coming network season follows. ( First figu re is 
number of weekly series; figu res in parentheses 
are aggregate number of weekly hours.) 
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Quick look at air media basics 

II lull '% the ( ost i>\ an hour's prime nine <>n 

the tv network^' 

A broad one-time-onk figure is $ 140, (XX) 
How many stations litis fat h of the t\ net 

work s? 

ABC- IV, 204; CBS- IV. IS4, NBC-'I \ . 193. 

li //<// t an he figured as the i ost-per-ihousand 
I or a prime t\ network nighttime minute'' I line 
and program. 

I he range is between $35. (MM) and S3S.OIK) 

What's the averat>e lu>mcs-co\t- per- thousand 
prime time all the tv networks'' 

It ranges between S3. SO ami $4.30. 

// you have 20 teltttiMs over a four-w eek 
period, how many different homes would \<>u 
(a I reach and (hi achieve in commercial fre- 
quency'.' 

(a) 40.5 percent and (b ) 1.9 percent. 

W lull's the average » ost-per-ihousand homes 
for a prime 20- set end spot all week in terms ot 
nitmher of markets? 

One to 10 markets. $2.65; I to 25. $2.90. 
I to 50. $2.90; I to 100. $2.S5. 

(I hat is the accumulative lost-per-mmute 
1/2 announcements per week ) in t rat lie time in 
spot radio, according to niimher of markets.' 

One to 10 markets. $700. 1 to 25. $1250. 
I to 50. $1900. 1 to 100. $2500. 

Grey revamps media buying system 

For the third time in four \ears Cre\ Ad- 
vertising has changed its media busing structure. 
The agene\ has gone back to the media bin mg- 
group s\ stem in which a group does the Inning 
supervision on a number of accounts. I his con- 
cept consists of a group bead and assistant group 
heads with biners and assistant bu\ers under 
them. A similar swem prevails at Young \ 
Rubicam. Benton \ Bowles. Compton. BBDO. 
Bates. McCann-Frickson. I here's one significant 
variation at Y&R — a spot coordinator, with 
this assignment filled currcnth b\ Ra\ Jones 
Gre\ abandoned the group concept four sears 
ago for the media specialist setup, which spread 
out into a multiplicity of specialized functions 
I his specialist swem exists at J W alter I honip- 
son and Lennen & New ell. among others 
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Metro Charlotte is just the hard core of a market 75 miles in diameter that is succulent selling vm 
you buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, on 
WBT's 50,000 watt signal delivers Charlotte PLUS — a market of more than TWO MILLION PE< 
PLE with $2V2 BILLION in buying power. Your BLAIR man has the WBT story. It's a peach! 



WBT RADIO JJS 
CHARLOTTE VE> MEMBER 

Jefferson Standard Broadcasting Company 
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The copywriter— 



From word mechanic 
to total communicator 

No longer a mere reporter, the copywriter is a visuaiizer and a con- 
cept man. So say former copywriters who now hold top agency posts 




or moki ni w loi r ni ( \i)i s now, 
one member of the advertising 
fraternity hns had his function 
battered by the evolution of new 
media. No other specialist has been so 
vulnerable, ;is advertising has moved from 
print only to print nnd pictures, from 
photographs to radio nnd from radio to 
television. 

He's the copvvv riter. 

And from his ranks have come in- 



dustr\ giants. Man) of them have a pride 
in their copy writing unmatched by their 
pride in other aceomphshmcnis in- 
eluding some formidable executive titles 
Most of these industry giants today 
rega rd copy more highly than ever be- 
fore. For television, in particular, they 
see it as an entire concept — words, phis 
images, plus sound, plus action 

1 o prepare such copy requires that 
the "writer" be well-rounded in all as- 
pects of advertising No longer 
can he merely rewrite the radio 
commercial so that it can be used 
with pictures m motion. Instead, 
he's more likely required to create 




David Reider, Doyle Dane Bernbach 

and develop the entire advertising 

concept. 

Ageney men point with pride to 
the industry leaders and top execu- 
tives — many with international 
standing — who began their adver- 
tising careers as copywriters. 
Among them: Julian Kocnig of 
Papert, Kocnig, Lois; Charles 13 row- 
er of BBDO; David Ogilvy of Ogil- 
vy, Benson & Mather; William 
Bernbach of Doyle Dane Bernbach; 
George Gribbin of Young & Rubi- 
cam; Leo Burnett of the agency 
that bears his name; Rosscr Reeves 
of Ted Bates. 

Reeves, now board chairman at 
the Bates agency, pays the highest 
compliment to copywriting: "I'm 
more proud of being a copywriter 
than chairman of the board. A 
board can elect its own chairman, 
but it's as difficult to become a 
good copywriter as it is to become 
a brain surgeon. 

"And it becomes increasingly 
difficult to become a good copy- 
writer," Reeves continues. "One 
needs a great many more clubs in 
his bag than he used to. He must 
not only know print and radio, but 
be able to write creatively for a 
motion picture medium — televi- 
sion." The tv copywriter must think 
in terms of an extended period of 
time, plus live, film or tape visual 
material. 

Today, it's usually the copywriter 
who creates and carries through 
the whole advertising idea. In tv, 
he must use nearly as many tools 
as words sounds, visuals and dif- 
ferent production techniques. 

Copy has long since lost its 
meaning of "written words," ex- 
plains Robert I -ore man, executive 
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Jeremy Gury, Ted Bates 

vice president and head of BBDO 
creative services. "Copy is anything 
that acts as a selling message. A 
minute of film with no words at all 
is copy in a tv commercial," he 
says. 

"Today's copywriter uses graph- 
ics more than words," Foreman 
continues. "Words are only an ad- 
junct to the visual element. The 
term 'copywriter' is a misnomer. 
In tv, he must be a visual director 
and think in terms of moving pic- 
tures. If he doesn't, he has no right 
being called a copywriter." 

Because he often is the creative 
innovator, the copywriter must also 
know the basis of sound advertis- 
ing — the sales picture, according to 
copy department heads. 

Dave Reider, vice president and 
copy chief at Doyle Dane Bern- 
bach, is one of the many creative 
chiefs who take their copywriters 
into client plants and offices to 
learn first-hand about the business 
they're expected to advertise. 
"Sometimes they ask pertinent ques- 
tions. But they try to find out 
something that will sell themselves 
on the product," he says. 

Although Reider is associated 
with an agency that's generally 
considered one of the "most crea- 
tive" in the business, he strongly 
believes that "awards for creative 
commercials or print ads don't 
mean a damn thing unless client 
sales go up." He reports that the 
waste baskets in his department 
"are full of ideas that are fresh, 
new and exciting" but that don't 
even reach the account executive 
"because they won't sell. We 
wouldn't stay in business if the 
client's sales kept going down 




Dermott McCarthy, Young & Rubicam 

while we were winning more S&I 
more awards," Reider says will 
emphasis. 

"We find there is one correta 
tion, however," he adds, "0© 
most successful tv commercial 
are usually our most creativi 
ones." 

Tv commercials out of DDE 
that have been sales successes a 
well as creative successes inclt)|I< 
those for Acrilan fiber, Cracte 
Jacks, Coffee of Columbia, Jamai 
ca Tourist Board, Laura Scudde 
Potato Chips, Polaroid, 
Club Beer and Volkswagen 

Not all agencies are puttin; 
creativity to good business uHl 
however, a Ted Bates executive 
contends. "Instead of thinking m 
the client's sales need, some agpn 
cies use creative art and copy k 
make 'house organ' commercial 
that do little beyond publicizin, 
the agency itself," says Jerew 
Gury, vice president in charge o 
creative operations at Bates. "The 
use the client's money to shffi 
off their own wit," he contend* 
"We've taken reels of prize-win 
ning commercials and shown ibofll 
to great numbers of people, SJP ( 
they don't even know what m 
commercials are trying to say." 

Other creative leaders generall 
agree, however, that most cop) 
writers try — sometimes desper 
ately — to keep the sales chai 
in mind. 

"A fine sense of the busings 
world and an understanding of th 
role of advertising and marketing 
are, in fact, high on the list of 
good copywriter's qualifications 
says Marion Harper, chairman an 
president of the Interpublic grouf 
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Today's copywriter, thinking conceptually, work \ with wordt, imjgvt. toundt »nd ithon 



He also lists: 

• A grewcr-than-avcrage inter- 
est in the arts, going beyond 
writing to include theater, paint- 
ing, nuisic. 

• An ability to write. 

"Obv ions as that seems." he ex- 
plains, "you'd he surprised at how 
many men and women try to get 
copy johs with us in the belief 
that writing advertising isn't really 
writing at all. but perhaps some 
sort of verbal mysticism that can 
be acquired." 

Other creative directors add to 
the list of qualifications: 

• A tv copywriter must have a 
strong sense of logic and graphics, 
insists Whit Hobbs, senior vice 
president in charge of creative 
services at Benton & How les. "He 
must be able to 'think' pictures." 
Hobbs explains, "and also to think 
straight - — take a problem, strip 
away all but essentials and set 
it down in logical fashion: one, 
two. three, four. Then he must 
add a twist and make it bright." 

• He must also be fast and 
able to handle a great deal of 
work. "There was a time when 
the copywriter could put his feet 
on his desk and just think, but 
no more. A tv viewer sees hun- 
dreds of commercials and gets 
bored easily. The copywriter must 
constantly find new ways to get 
to him," says Hobbs. 

• A background of visual train- 
ing helps a lot, the experts say. 
"Those who have knowledge of 
art and w riting have the best op- 
portunity of becoming an all- 
around success." says Judson 
Irish, vice president and creative 
director at Foote. Cone & Beld- 
ing. "But the combination is hard 
to find. Agencies will be looking 
more and more for both talents." 

• "Being oneself is also of 
primary importance, according to 
George Gribbin. boa rd chairman 
at Young & Rubicam. who has a 
story to go vv ith the moral: 

"Many years ago a very lucky 
thing happened to me," he re- 
calls. "It was an incident that took 
place in my days as a copywriter 
at YAfR. Hack 'in the '30s,' Pack- 
ard was not only an automobile, 
but a very fine automobile, in- 
deed. And as a young writer 1 
was given a test run on the Pack- 
ard account. 

"I was told by the copy super- 



visor that Jack Rosebrook had 
been the great writer on Packard. 
When he. the supervisor, had taken 
over the account, he studied Jack's 
cop\ . picked up his mannerisms 
and tricks of st\le and. in doing 
so, managed to acquit himself so 
well on Packard that he became 
account siipcrv isor. 'Go thou and 
do likewise,' he advised me 



"So 1 did." Gribbin explains 

"I studied Jack Rosebrwk's 
st \ le until I could recite it back- 
wards Hi en 1 sat down to write 

"It came out second-rate Ro->e- 
brook and second-rate advertising 
It taught me a lesson I could 
onI\ write like Gribbin " 

\\ ith siuh a broad range of 
qualifications for the job. it's no 
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Anthony Chevins, Cunningham & Walsh 

surprise that copywriters come 
from widely differing backgrounds. 
Some agencies take on English 
majors just out of college; others 
search through industry and the 
arts for their employees. 

Bates has had copywriters who 
have gone to the Julliard School 
of Music — or have been poets, 
sculptors, librettists. One copy- 
writer in their employ now was 
once a wholesale jeweler. Three 
creative supervisors today were at 
one time an engineer, a chemist 
and an architect. "It just depends 
on which way life flipped them 
before they found out they could 
write copy," says Reeves. 

Young & Rubicam found some 
"excellent" copywriters among 
girls originally hired as secretaries, 
says Dermott McCarthy, head of 
that agency's copy department. 

Hobbs, at Benton & Bowles, 
feels that young people just out 
of college often make good copy- 
writers. "Some of them are bright, 
have ;i real spark and are always 
on target." he says. "The young 
people think tv. They grew up with 
tv. whereas we listened to I hide 
Don on the radio." 

A signal by-product of copy- 
w riting's expansiveness is its ef- 
fect on agency organization: be- 
cause tv copyw riling is considered 
a \ isual as well as a verbal art, 
agencies have been integrating 
their copy and art departments. 

Bates, which has been readjust- 
ing its creative departments over 
the past five years, now has three 
departments working together un- 
der the same creative supervisors 
production, art and copy. 

\t i")o\lc Dane Bernbach the 
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Robert Foreman, BBDO 

copywriters work in the same room 
with the art directors. 

At Foote, Cone & Belding, says 
Irish, "We're doing all we can 
to integrate totally the two de- 
partments. We don't lay stress on 
what the copywriter writes, what 
the art director visualizes or what 
the producer produces. We consi- 
der them together as a creative 
team." 

At Benton & Bowles, a tv 
workshop allows the copywriter to 
work on art and production and 
on any accounts he likes. He can 
go "way out" in trying to come 
up with a new approach or tech- 
nique. "In the workshop, we let the 
creative mind go as far as it can 
and then see what happens." Hobbs 
explains. "Some very good com- 
mercials have come out of it." He 
cites those for Vigran and Post 
cereals, both of which came from 
the lab. 

Sometimes copywriters don't 
write a line before they talk with 
an art director. Hobbs explains. 
Others are "visual-minded" and 
see the graphic concept for them- 
selves, later putting it into words. 
And sometimes the actual copy 
line that is used may be a catch- 
phrase suggested by an art direc- 
tor. 

Right now. the trend seems to 
be toward more graphics and fewer 
words, according to Wallace Ross, 
head of the American Tv Commer- 
cials Festival. 

Certain products seem to lend 
themselves more readily to graphic 
interpretations, he points out. Autos 
and cigarets. for example, are us- 
ually shown by pictures, sounds 
and in- use sequences on t\ . On the 
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other hand, toothpastes and foo$ 
tend to be more word-oriented. 

FC&B's Irish points out tha 
package-goods — such as Clairal t 
Kool-Aid and S.O.S. (both frMjtW 
General Foods) and some Men'tei ^ 
James items — often require word 
copy to explain salespoints tha 
aren't apparent to the eye. 

But copy chiefs are in genera 
agreement that the form copy 
timately takes doesn't really ml,!, 
ter. (Says one, "The question 0 
copy length is often a question; f ^ 
how long a man's legs should be." 
The difference between words aa J 
art is "only literal." they say, 
both elements serve the same im 
portant purpose — to put acrot 
the message. In fact. BBDO' 
Foreman defines the word 
as "message-carrier.'' 

Executives with copywritin,, jjj' 
backgrounds all agree that fhY 
copywriter's function has changfe 
enormously since the advent of t\ 
but they don't concur on whethe 
results are better or worse. 

Anthony Chevins. executive fit 
president, creative services. Cun 
ningham & Walsh, believes it ha 
improved to the extent that pedjSl* 
have become more familiar 
the craft. "It's been a matter <J 
necessity." he says. "Competitiai y 
is greater." 

Foreman, at BBDO. believes th: 
some copywriting today is so heavil 
researched that it gets waterci 
down. While the mechanical as 
pects of commercials are vft&fl.I n 
improved, he .notices a "samen@p| ' 
in much copywriting now. 

Copywriting as a whole is bet 
ter, according to Y&R's McCarthy 
if for no other reason than tha 
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■Ere are more agencies doing a 
inch better job today. 

FCB's Irish believes that crea- 
vity in tv commercials is some- 
tmes restricted by government 
ontrol. the networks and agency 
iwyers. He also believes that the 
B Inciter of testing services has 
fleeted copywriting. for some 
lients take testing very seriously. 

And that raises another ques- 
on: Hxactly how docs the client 
fleet copywriting today? 

Client influence over creativity 
xists, of course, but it's not com- 
monly exerted, most executives 
grce. When a client does inter- 
cede, it's usually in the area of 
ontent rather than technique. 

"1 think the client has a re- 
pousibility to tell us what is the 
irost important aspect of his prod- 
lct, even if we don't agree." says 
&W\ Chevins. "It's true that 
lients sometimes call and sa\ 
hey'd like to see a specific en ter- 
miner in their commercial or they'd 
ike to film in Italy. But they don't 
ay they want humor or more 
opy. I "hat's technique, which is 
Cft up to us." 

Sometimes clients exert their 
nfluence simply by picking a new 
gency that thinks more along 
heir lines or that's celebrated for 
Creativity." As one candid adman 
nit it, "advertisers switch to DDB 
— or other so-called 'creative' 
agencies — because they want 
pmething like the Volkswagen 
mJs." Thus, it's the advertiser, him- 
elf, who's often responsible for 
opy trends. He wants what has al- 
eady been done, agency men say. 

Creative departments scorn such 
jinking. 

"No copyvv riter should follow a 
rend," says Reider, a member of 
he creative DDB agency. "It's the 
Sforst thing he can do. He should 
rot watch trends except to know 
that they are — in order to get 
iwa) from them. He must /ig 
Utile others are zagging." 

In short, a good copywriter to- 
lay turns out considerably more 
han the verbiage of a tv corn- 
He rcia I. He can produce the "ke>" 
hat turns out sales success, then 
ranslate it into words, images, 
ounds iiml action. He thinks, not 
n words, but in concepts. And 
if should be called — as he in- 
:reasingly is called — not "copy- 
writer" but "innovator." ■ 
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Doyle Dane Bernbach't creative tpur, William Bernbach (I) it inducted into the Copy writer*' 
Hall of Fame by AWANY president Robert Patch at the awardt banquet held thit year 
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* 1 he Advertising W nters Assn. 
of New York - — known as 
\W ANY — is one important 
group that gives appreciative sa- 
lutes to the copywriter. 

I he organization is \oung — 
only four sears old. Its first meet- 
ing found just five people huddled 
together in Costclio's Bar on New 
York's once ding) I lurd Avenue. 
But in lour years' time, member- 
ship has grown along with its re- 
nown 

I ixlay . \ \\ . \ N 1 is making 
significant inroads into advertising's 
bastion several blocks aw ay on 
Madison Avenue 

At its award banquet each war, 
the club elects .1 member to its 
Copywriter's Hall of lame To 
dale, the honor has been granted 
to I eo Burnett. George Gnbhin. 
David ( )gilv v and William Bern- 
bach 1 see cut ) 

\dvcrtisuncnt> ami commer- 
cials that have been voted by the 
club membership as outstanding 
are abo honored with cold and 
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AWANY . . . 




silver keys. Citations specify "the 
contribution of the copywriter to 
the selling idea," thus cover the 
origination of the commercial's en- 
tire advertising concept. 

AWANY's 1964 copywriter 
awards were as follows: 

Gold Key awards for television 
commercials, under one minute: 
Monte Ghcrtlcr of Papert, Koenig, 
Lois for the Herald Tribune com- 
mercial; for television, one minute 
or over: Gerald Schoenfcld of Cun- 
ningham & Walsh for the American 
Export Lines scries. 

Gold Key award for radio: Dan 
Bingham of Doyle Dane Bernbach 
for Volkswagen. 

Silver Key awards for television, 
one minute or over: Nancy Sutton 
of Grey Advertising for Van Heu- 
scn; George Hawkins of Young & 
Rubicam for Chrysler. 

Silver Key award for radio: 
Robert Collins of Charles W. Hoyt 
for B&M beans. 

AWANY is dedicated to the fol- 
lowing purposes: 

• To provide the opportunity to 
meet other advertising writers, both 
socially and professionally. 

• To provide the opportunity to 
grow professionally, by sharing the 
experience of other writers, includ- 
ing leaders in the field. 

• To develop superior pride in 
superior work through official com- 
mendation and awards. 

• To assume responsibility for 
attracting beginners of ability and 
character, and provide for their con- 
tinuing interest and education. 

• To set up professional stand- 
ards for advertising writers, and de- 
fine the specific areas of responsi- 
bility for integrity and propriety of 
advertisements and commercials. 

• To provide professional forces 
that will devote their time and talent 
I >ward professional public service 

ojects ■ 




Shown above; Ameri- 
can Export rommer- 
c i a I by Gerald 
Schoenteld of Cun- 
ningham A Walih, 
won 1964 Gold Key 
For bail in 1v, one 
tinute or longer. 




Ihe New York Her- 
ald Tribune commer- 
cial by Monte Chert- 
ler of Papert, Koenig, 
loi». won Gold Key 
for bail Iv commer- 
rtrnule. 
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How to organize 

your own consumer panel 



Biddle Co. employees each secure five families 
to test products, evaluate ads and commercials 




Previewing * radio commercial in Kintit City for a Biddle Co. client are Peter Cenon and 
family. Howard Boatberg. account executive wilh the agency, does the interviewing 



■ W'tti n a small national ad- 
vertiser wants to test a new prod- 
uct or commercial, there are often 
only two alternatives: (1) spend a 
great deal of money on scientific 
national research to get people's 
opinions, or (2) just let the agency 
work with past experience, relevant 
research on other products, plus 
intuition, 

Not so with clients of the Mid- 
west advertising agency known as 
The Biddle Co. of Bloomincton. 
III. 

This agency has lined up its own 
personal, informal research panel 

— a cross between the highly scien- 
tific survey and the "ask-your- 
neighbor" approach. Employees 
have enlisted about 300 families to 
serve on the panel. 

Nearly 1.000 people (about 800 
of them with buying influence) are 
included in the panel. Each family 
unit is classified and coded accord- 
ing to its size, kind of dwelling and 
home-ownership. Each individual 
member is classified by age, educa- 
tion, marital status, occupation and 
income. 

Altogether, they "represent an 
excellent cross-section of universal 
household characteristics," says 
John G. Reinhard. panel director. 

The panel will be used to test 
advertising on all media, but the 
first few clients have so far request- 
ed only print information. "When 
we have broadcast research to do. 
we'll probably send tapes around 

— or ask the family members con- 



cerned with the test-product to tune 
in to the tv program in question," 
a Biddle spokesman sa\ s. 

Actually, the panel was designed 
to test radio and t\ commercials as 
well as print ads and to secure what- 
ever other marketing data potential 
or existing clients might need. Its 
essential purpose, however, is to 
assist the agency in obtaining con- 
sumer reaction to — and opinions 
about — products and ser\ ices. 

The areas to be covered include 



packaging, product use, product de- 
sign, taste, price or an\ other aspect 
of a new product of interest to the 
agency . explains Everett 1) Biddle. 
agency president. 

Information about the families 
can be used with electronic data- 
processing equipment, thus allowing 
the agency to select any specific 
group of people (or combination of 
groups) from the total sampling 
universe. 

for example, panel director 
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Bloomington housewife Mrs. Howard Kolhtte 
(r), mother of four boys, gives reaction 
to Biddle's four-color folders for Kathryji 
Beich Candy. Mrs, Madge Adams, interviewer. 



Reinhard explains, if the agency 
wants to sample only teenagers for 
their evaluation of a product, they 
can be separated quickly from the 
rest of the panel. Similarly, home- 
owners in any age group can readily 
be selected and interviewed, should 
a client request the evaluation of | 
specific tv commercial aimed at that 
group. 

The idea of organizing a consum- 
er panel solely for Biddle Co. re- 
search originated with Norman Fox* 
vice president and creative director 
of the agency. Fox originally organ- 
ized a consumer panel of 60 
teachers from Bloomington schools* 
The panel began to function in the 
winter of 1962-1963 and lasted 
through the spring. Both grade 
school and high school teachers 
were used. 

"We were doing work for the 
Encyclopedia Brittannica Film Di- 
vision at that time," says Fox. "it 
seemed silly to create advertising 
for teachers without consulting 
them, so I began to send them ques- 
tionnaires on what headlines they 
liked for advertising certain films. 
They returned the questionnaires 
with their comments within a couple 
of clays. Ft worked very well." 

Fox went to Reinhard with the 
idea of expanding the panel to cov- 
er families with universal character- 
istics. Reinhard approved. Each 
person in the Chicago, B I oOm big- 
ton and Kansas City offices of the 



•< First questions answered by prospective pajnel 
members involve their personal backgrounds 





John Reinhard (I), director of the 300-family consumer research panel 
of Midwest id agency The Biddle Co., Bloomington, III., and Everett 
Biddle, agency president, discuss information on individual panel 
members, coded by Reinhard and tabulated on IBM equipment 




One of the nearly 1000 people on the panel, a housewife and the 
mother of three children, Mrs Dale But! of Bloomington, Illinois, 
answers a Biddle consumer research panel questionnaire Stanley 
Heggen, of the Biddle creative staff, represents the ad agency 



agency was asked to secure fi\e 
families to participate in the proj- 
ect. Some secured less; others as 
many as ten. Friends, neighbors, 
acquaintances, friends of friends 
and acquaintances of acquaintances 
were asked. 

Fox says the final list, completed 
in April, consists of a good cross- 
section of the American scene. Doc- 
tors, lawyers, teachers, truck drivers 
and chambermaids are included 
Fox himself secured his barber and 
family . a professor from Illinois 
State I'niversity . a motel operator, 
a chambermaid who works in a 
motel and a machinist and his wife. 

Some willing families had to be 
discarded in the end to correct an 
overbalance of high income groups, 
according to Fox. The balance vv as 
not scientifically armed at. how- 
ever. "We know the exact balance 
of incomes, education and famih 
structure does not follow the na- 
tional population line. It's not a 
universal sample and isn't meant to 
be." Fox contends. "The sample is 
just to get an indication of what 
people think and does not take the 
place of a national survey. For in- 
depth studies the agency does em- 
ploy research companies. Our panel 
is meant to give us an idea of 
w hether we need in-depth research." 

There were three main reasons 
for initiating such a panel, accord- 
ing to Fox: I ) quick response. 2) 
good merchandising for the agency 
and 3) added service for the agen- 
cy's clients. 

The speed of research is facili- 
tated by the use of computerized 



equipment and the personal contact 
possible through agency employees. 
Information about individuals is 
coded by Reinhard so employees 
won't know the statistics on friends 
and acquaintances participating; all 
the information thus coded is tab- 
ulated on I MM equipment. 

"If we need a fast field check, 
we can always have agency em- 
ployees obtain quick responses from 
"their" families and have the infor- 
mation we need in a day or so." says 
Fox. 

Although the system currently in- 
volves 300 families. Fox expects 
about 500 families to participate 
in the future. Milwaukee will be 
added to the participating agency 
offices early this summer. From 50 
to 1 00 Milwaukee families will be 
added. Fox says 

I hree clients began to use the 
research panel in June. Although 
names were not given, the advertis- 
ers are active in the fields of family- 
foods, detergent products and in- 
dustrial engineering and manufac- 
turing. All of the agency's clients 
are national or regional-and-going- 
national. says Fox. 

'Those using the system now a re 
really testing it out for us." he ex- 
plains. "Although we are sure it 
will work, it has not yet been en- 
tirely proved in practice." 

To prevent bias and avoid any 
advertising agency influence, panel 
members serve on a voluntary basis 
The only thing they are given is a 
sample of the product being sur- 
veyed. 

The Biddle Co approached pro- 



spective panel members in the fol- 
low ing tone: 

You don't ha\ e to be a < op\ u r\l- 
cr or an arti\l or a ps\( holoyist 
. . . all we'd like to have yon do is 
to answer probably not more than 
a doTcn questions, perhaps once or 
twit e a month. 1 " first' <p(cstions will 
deal mainly with your likes and 
dislikes what von would or 

wouldn't do about the prodia t 
mentioned on site questionnaire. 

I he prodia is might be bread, 
chocolate sy rup, candx, shoes, cloth- 
es, hats, toasters, steam irons, 
breakfast foods, drttus, hand lo- 
tion, doi> food. etc. 

It isn't hard. There are no ri^ht 
or wroru; answers or tri( k v 
tions. You don't even have to si\n 
sour name unless sou want to. Your 
replies will he kept strit // \ a>nfi~ 
dcntial. 

Researdi panel members m ill he 
rewarded for their help with sur. 
prise fifts of products beinv sur- 
veyed. I he viits mux he a set o\ 
towels, food products, candx, ans 
one of dorens of desirable items. 

Panel members receive reports 
on how research is progressing The 
acencv sent out the first report rc- 
centlv . not in l' that coding was com- 
pleted and that the first question- 
naire would come soon 

The Middle agencv. carries about 
"s 1 4 million in billings [| s ehents 
include I ennox Industries (part of 
State I arm Insurance), i S Heath 
candv bars and ice cream. Mapna- 
vo\ radio and tv sets and electrical 
appliances. National Homes and 
Swift & Co ■ 
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Survey shows most stores use radio, some tv, but ad 
executives feel use of broadcasting is "supplementary" 



Air mecliai play second fiddle 
in department store ad medley 



■ Di par i mi'.nt stout, perspec- 
tives of broadcast advertising 
haven't changed very much at the 
grass roots retailing level in non- 
major markets. Attitudes that were 
prevalant two decades ago with 
print educated and oriented admen 
are. by and large, still entrenched 
today. 

Department store use of broad- 
cast media has increased. But the 
reasons are varied and individual 
to the community, the store and the 
merchandising-promotion people. 

To judge from a new survey of 
department store advertising execu- 
tives, radio and tv have generally 
done a less-than-adequate job in 
these important areas: 

• Radio: Although 84 percent of 
executives in the survey panel said 
the\ used radio to a greater or lesser 
degree, radio stations apparently 
have yet to find a general formula 
that allows department stores the 
impact in radio they feel they get 
in large-space print ads. 



• Tv: Although most executives 
felt that tv's sight-and-sound sell- 
ing had strong potential for depart- 
ment stores (and several stores re- 
ported successful tv promotions), 
the respondents felt that tv costs 
were out of line with results, and 
that the quality and creativity in 
local-level tv commercials was not 
very high. 

• Both media: Although nobody 
responding to the national survey 
actually came right out and said 
that air media couldn't sell a five- 
dollar bill for $4.95, the feeling to- 
ward air media varied from cool 
through tepid to fairly warm, but 
not hot. The reported slice of de- 
partment store budgets given over 
to air media was as little as three- 
tenths of one percent, at best not 
much over 10 percent. 

The survey, conducted by the 
trade publication Department Store 
Journal, polled 25 members of a 
30-mcmber "braintrust" panel rep- 
resenting department stores in a 



cross-section of large and small U.S. 
markets. Principal media pattern un> 
earthed: tv is seldom used as any- 
thing but a supplement to depart- 
ment store radio campaigns, and 
radio is basically a supplement to, 
print media. 

Here are further highlights: 

What department store admen 
do like about radio is its ability to 
aid special short-term store promo- 
tions in which the main advertising 
burden is carried by print ads. They 
also like radio's ability to reach out 
beyond the basic metropolitan cov- 
erage area of newspapers. 

"In my opinion, the value and 
effectiveness of the broadcast media 
to department stores will be as addi- 
tional tools to give saturation cov- 
erage for stores' more important 
events," was a comment made by 
James Gratton, general merchan- 
dise manager of Gray, Rcid, Wright 
Co. of Reno, Nev. 

Leo A. Sachs, sales promotion 
manager of Dcy Bros, in Syracuse 




also uses broadcast media to 
"supplement" his firm's newspaper 
campaigns. Feels that w ith a lim- 
ited spot budget, it is best spent 
in prime time "where we get the 
best coverage for our money." 
Sachs also thinks that tv could do 
more for department stores if it 
were handled as are newspapers: 

"I personally feel that tv has a 
future for department stores if they 
are willing to handle it in the same 
way they handle newspapers — 
with a staff of people, adequate 
expenditure and the use of prime 
time. In order to do this, everyone 
(including the tv stations) will have 
to be dedicated to its success, be- 
cause for the first year it might 
be a gamble." 

Not all department stores believe 
in the short-term radio splash, how- 
ever. Said Fdward Falk, controller 
of Newman's. Joplin. Mo.: "In my 
opinion, the proper way to make 
radio pay is to use it for repetitious 
advertising. To merelv advertise a 
sale or event for two or three days 
before it occurs is a waste of money. 
An item must be kept before the 
public." 

Radio is also popular with a 
growing number of department 
stores because of its ability to reach 
a .specialty audience, largely through 




M'ijt Lincoln . , . "it it hard to gar a specific 
•check on radio, but we feel it worthwhile" 




Priehs . . . "for an investment of lets than 
$80 for 20 spots we had total sales of $3872" 




Scherling . . . "radio is particularly effective in 
home furnishings and big-ticket departments" 




Smith . . . "we think radio his maximum impact 
when it is used to promote a specific event" 



programing wiih appeal to a par- 
ticular segment 

Said Donald W I l.ivdcu, v ice 
president of I ov email's. I tic . Chat- 
tanooga: "We find radio effective 
to reach particular groups, for in- 
stance the teen groups who give 
their losalts to one station, classical 
music lovers who tune in to FM 
stations and baseball fans who listen 
to broadcasts of the seasonal 
games." 

Voicing similar media views was 
another southeastern adman, (.'. <). 
Armstrong, general merchandise 
manager of Helk Bros. Co . Char- 
lotte. \\'. C: 

"We have found that radio has a 
considerable appeal to the vast teen- 
age market in our area. Many in this 
age bracket do not read newspaper 
ads. Results have shown that items 
of teenage appeal are best sold to 
the teenagers bv their favorite disk 
jockev . We have even gone so far 
as to institute a regular, in-store 
weekly broadcast on Saturday from 
1 I a.m. until 12 noon with a local 
radio station, and have enjoved 
teenage crowds v arying from 300 
to 1000 at these broadcasts." 

Among department store ad ex- 
ecutives whose firms were consistent 
broadcast b uvers was Barbara Lin- 
coln, vice president. Sage. Mien & 




Knudton "tv cost eiceedt the results of 

other methods of advertising p*r dolUr cost" 
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Sacs . . "tv has a future for stores 
if It is handled as newspapers are" 



Harvey . . . "yet to be convinced of 
tv's potential for department stores" 




Guberman . . . "dissatisfied with pro- 
duction and handling of presentation" 




Friedman "having good results from 
two minut* tapes on houseware itams" 



Co.. Hartford, Conn. She voiced 
her experiences in reaching specific 
audiences through week-to-week 
programing: 

"We use radio continually. Wc 
have Judy of Sage Alien who ad- 
vertises both institutionally and with 
special items on spot announce- 
ments each day. it is, of course, 
hard to get a specific cheek on ra- 
dio, but wc feel it worthwhile. Wc 
also sponsor at present a weekly 
hootenanny show given in different 
high schools all over the state. Re- 
sponse has been excellent." 

One point raised by adwoman 
Lincoln — that of the difficulty of 
getting "a specific check on radio" 
— was a leitmotif in several of the 
survey responses. 

When radio (or tv) was used to 
promote a specific item or depart- 
ment as part of a special promotion, 
results could quickly be traced. 
Such an example was furnished by 
George W. Priehs, president of 
Prichs Department store, Mt. Cle- 
mens. Mich., who reported on the 
store's tactic of "offering exclusive 
radio specials" to the customers: 

"Our only promotional effort was 
20 spots on radio which resulted in 
44 rugs sold at $88 each. For an 
investment of less than $80 wc had 
total sales of $3872." 

Added R. E. Schcrling, execu- 
tive vice president of Killian's. Ce- 
dar Rapids, Iowa: "Wc arc regular 
users of radio and occasional users 
of tv. We have been on radio con- 
tinuously for 33 years with cither 
programs or regularly scheduled 
spots. Our experience has been that 
while radio works for all classifica- 
tions of merchandise, it is particu- 
larly effective in home furnishings 
and big-ticket departments." 

On the same topic, T. R. Smith, 
president of Roth Bros. Co.. Supe- 
rior, Wis., added: "Wc think radio 
has maximum impact when used to 
promote a specific event. Radio is 
worthwhile when wc are promoting 
an item or idea that doesn't need 
to be seen to be sold." 

In discussing radio, most of the 
responding department store admen 
mentioned or related their radio to 
tv. And tv, most of them felt, was 
a medium with promise for the fu- 
ture and high cost in the present. 

Said Barry Knudson, vice presi- 
dent of Walker Scott Co., San Di- 
ego, Calif. : "Wc seldom use tv be- 
cause we have been unable to find 
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how to use this medium effectively. 
What analysis has been made has 
indicated the cost exceeds the rc- 
suits of other methods of advertising 
per dollar cost." 

From Nashville, Fred Harvey, 
Jr., president of Harvey's, which 
sponsors a Sunday night news show 
and a limited spot campaign during 
the week: "Although wc have pio- 
neered many firsts in the tv industry 
for our area, wc have yet to be con- 
vinced of the potential of tv ad- 
vertising for a department store. 
Perhaps the coming UHF stations, 
with their supposed lower advertis- 
ing rates, will change our mind." 

Experimentation in tv, however, 
is being done even though some 
admen felt — as did Morris Guber- 
man, president of Kaufman's, Colo- 
rado Springs, Colo., who said thai 
he was "dissatisfied with the pro- 
duction of commercials and the gen- 
eral handling of the presentation" 
— that local-level tv could not 
produce top-level commercials in 
smaller markets. 

Having tried a number of differ- 
ent tv approaches, Nathan Fried- 
man, executive vice president of 
Lichtcnstcin's, Corpus Christi, Tex- 
as, said: 

"On tv, wc have used a one- 
week, fivc-timcs-daily, one-minute 
schedule on soft goods and found 
it unsatisfactory. Wc have tried 
sponsorship of both a 6 p.m. and 
10 p.m. 15-minute news program 
with two spots, using a variety of 
items, and found results ran from 
mediocre to poor. Currently, how- 
ever, wc arc having excellent results 
from two-minute tapes on highly 
demonstrable houseware items." 

Is there such a thing as an over- 
all broadcast formula which can be 
used in most department store situa- 
tions? One of the most cogent Wm 
proposed by Lichtcnstcin's Fried- 
man, whose firm has been a fre- 
quent experimenter with radio-tv 
formats and tactics: 

"We have found our best formula 
to be 20-seeond tv announcements 
(not merchandised) and one-minute 
merchandised radio: spots. Both, 
however, should be used during a 
major sale period paying particular 
attention to time of broadcast and 
degree of concentration on certain 
days. We feel that radio and tv U 
supplementary media to be used, 
only in conjunction with our news- 
paper advertising." ■ 

SPONSOR 



TIME/Buying and Selling 



H-R leads reps 
into computer age 



Representation firm studies data processing, reorganizes 
systems, consults ad agencies, lines up test tv stations 
as it makes way for introduction of its computer this fall 



■ H-R Ri 1*141 si n I a 11 Vl s tins join- 
ed the technologic; 1 1 explosion in 
the broadcast advertising industry. 

The bu// of activity , ;is H-R pre- 
pares for operation of its long- 
;nv;iited data-processing center, lie r- 
;i ids further upgrading of the broad- 
cast information Tower of Babel. 



And H-R is likely to be unique!) 
alone with its twentieth century 
electronic phenomenon until other 
organizations can judge its worth In 
what it accomplishes against what 
it costs. While a number of ad agen- 
cies are deeply committed to the 
use of computers — and more agen- 



cies rapidly joining their ranks w n h 
active buying or renting of equip- 
ment - — oid\ a few large rep funis 
have declared their interest in the 
automation hardware, and none 
have a n nou need a in action Peters. 
Grilfin. & Woodward pioneered 
with a less sophisticated system in 




Looking ovtr * 1401 computer are Frank E. Pellegrin, president and secretary, H-R Television, Edward 
P. Shurick. vice president station relations and forward planning. H-R Television, Avery Gibson, vice presi- 
dent, H-R Pacts; Frank M. Headlcy, chairman of the board, treasurer, H-R Television and H-R Representatives 
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ate 1957, hut dropped it after little 
more than a year. 

Originally planned to be fune- 
lioning last month, the target date 
for initial operation of the H-R 
computer was changed to October 
with the firm's decision to move 
into another building. 

The H-R computer staff is utili- 
zing the additional time between 
now and fall to refine procedures 
for handling spot availabilities and 
to get more "jobs" ready for the 
computer. 

"Our method," says Avery Gib- 
son, vice president of sales develop- 
ment, who is also vp of H-R Facts 
(the computer division), "will be to 
take one station at a time and trans- 
late all its availabilities, ratings, 
prices and so on into machine lan- 
guage and store it in the computer. 
We will then test for accuracy, and, 
when satisfied, go on to the same 
procedures for the next station. To 
start with we have obtained the co- 
operation of four stations. They are 
in diversified types of markets to 
give us a good working spread to 



H-R's AVERY GIBSON 




Avery Gibson, vice president of H-R Facts, is 
chief executive at representation firm con- 
cerned with utilization of computer systems. 

Vice president in charge of H-R 
I acts, the rep firm's sales develop- 
ment division, Avery Gibson, has 
been elected president of the Radio- 
I elevision Research Council. Miss 
( iibson, who served as secretary- 
treasurer of the Council during the 
past year, is also chairman of the 
Advisory Committee and has 
been active on its Special Practices 
( omniittee. 



test our technique, and yet they arc 
close enough to New York to keep 
communications convenient." 

The four stations that have 
agreed are WDAU-TV Scranton, 
Pa.; WTEV Providence, R. U 
WSOC-TV Charlotte, N. C; and 
WISH-TV Indianapolis, Ind. 

There are a number of problem 
areas involving the material to be 
fed into the computer. Since all in- 
formation must be coded, one prob- 
lem area, for example, is in the 
different symbols used by stations 
to designate prime time: "AAA", 
"A A", "A", "1". To compound the 
problem, agencies may also use dif- 
ferent designations. 

"We must try to minimize these 
differences," says Miss Gibson. "All 
the advances made through data 
processing in terms of speed, re- 
duced costs, etc., would be literally 
wasted if the information which we 
supply must be decoded at the oth- 
er end of the transmission. Or, if 
we had to decode for agencies at 
our end of the line, we would suf- 
fer while the machine was stopped 
and someone changed forms in the 
print-out equipment." 

H-R has been working hard at 
training and educating employees 
for work with the computer. Three 
girls working with the new 1401 
will be H-R employees now being 
trained at IBM classes. Barbara 
Quick, formerly research manager, 
and Kay Fletcher, formerly a sales 
assistant, are now programers. 
Evelyn Shcn, of the H-R contract 
department, has been trained to 
work as a key puncher. 

Kayde Caldwell, traffic manager, 
has been doing most of the statis- 
tical conversion work necessary, and 
must change all the current records 
so that they will be compatible with 
the computer operation. 

"It will require a great number 
of people to operate the system." 
says Avery Gibson. "We'll need 
people to work with the computers 
as well as collators, sorters, addi- 
tional key punch operators, and 
library people. Wc expect to in- 
crease the H-R Facts staff to 45 
persons between now and October, 
nearly doubling the number of em- 
ployees." The company has already 
hired two outside programers. 

Frank E. Pellcgrin, president of 
H-R Television, and Edward Shur- 
ick, senior vice president of H-R 
Television, have been conducting 



evening classes for employees in 
terested in learning more about 
computers. 

The most important use of die 
computer for H-R will be in the 
storage of availabilities for its sta- 
tions. The availability program Is 
essentially a retrieval program 
which selects all availabilities with- 
in the limitations set by the sales* 
men. 

Describing a typical buying-sell- 
ing operation, with and without a 
computer, Miss Gibson says, 
pose a rep is presenting avai 
ties to an agency. The target for the 
account is women in a Certain age 
bracket. Today, the rep must search 
the avails sheet with rate card and 
rating book in hand. He must men- 
tally calculate whether the spot has 
enough women in that age bracket 
at the applicable rate to be accept- 
able to the buyer. After hand-pick- 
ing each avail, the rep must then 
calculate the total homes reached, 
the women reached in that age 
group, the applicable rate and the 
eost-per-thousand for each avail** 

By hand this could take many 
hours. 

"The stupid genius," as Miss 
Gibson sometimes refers to the 
computer, "can handle all of this 
in 30 seconds, printing out for the 
rep a list of all the spots on the Sta- 
tion with the applicable information 
on each spot." 

With the use of the 1401 com- 
puter, the procedure will go some- 
thing like this; When the salesman 
receives a request for availabilities 
from the timebuyer, he prepares a 
request form from which the infor- 
mation is coded. The coded informa- 
tion is punched on cards and pro&-; 
cssed by the computer. The; station 
avails, rate card, ARB/Nielsen data 
and the advertising information 
stored on disks, are brought into 
play by the computer at this point. 
It is then that an availability listing, 
which considers all spots that meet 
the target audience defined by the 
salesman, is printed. 

From the availability listing the 
salesman chooses the spots which 
he wants to submit to the buyer.. 
When he hears what the buyer 
wants on the submitted list, he re- 
lays this information to the station, 

When confirmation is teeeiYed 
from the station, the avail file in 
the computer is updated to shoiif 
what has been bought and con- 
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firmed. A contract is automatically 
written and the station avails re- 
vised. 

"We will use the computer for 
tv sales first," says Miss Gibson. 
(1 1 - R serves 25 tv stations.) "It will 
take a little longer to put the com- 
puter into operation for radio. I he 
critical problem is with television. 
While the salesman searches, the 
buy gets stale, even more stale with 
the buyer, and by the time it's acted 
upon — still more stale. And by 
that time, the buyer can't always 
obtain what we told him was avail- 
able and we both lose out." 

"Nowadays," says Miss Gibson, 
"from request to confirmation we 
can expect a two day lapse. 1 low- 
ever, she indicates that with the 
1401 . the buy could be resolved in 
a matter of hours. The 360 com- 
puter would process faster than the 
1401 , but the order would probably 
not be completed any more rapidly 
because the decision factors would 
still be present. 

With the 360 model computer. 
Chicago could interrupt the New 



York office uith a problem, the 
360 could soke it, and the comput- 
er could go on, picking up where 
it left off. It can handle more than 
one thing at a time, whereas the 
1401 cannot. 

"Only a machine can handle the 
amount of work to be done today," 
according to Avery Gibson. 

Hvcn though the use of comput- 
ers is more efficient, the process is 
not cheap. For rep firms in general, 
the cost of using a computer might 
run from $150,000 to $250,000 an- 
nually, depending on the type of 
equipment involved, according to 
H-R. IBM describes the 1I-R\vs- 
tem as one of the most sophisticated 
commercial applications. It is bud- 
geted at $250,000 for the first year 
of operation and $200,000 annual- 
ly thereafter. 

When H-R moves over to the 
360. which it plans to do. the firm 
expects to increase the amount of 
equipment without increasing the 
cost of operation. 

Frank 1*. I'ellegrin. president of 
H-R Television, sees the computcr- 



l/.itiou ol til - ftp hrin .is a u ,i\ of 
raising the leve I < >l creative svlliii •' ' 
In putting ■'s.ilcMn.inship batk into 
selling" I he computer will free the 
salesman from papa work "that has 
multiplied .it .in al.itmin * r.ite over 
the past few scats " 

Computers m.iv also than v the 
agency -advertiser relationship. Miss 
Gibson says 'One of the 1 trgesi 
advertisers using television said that 
the computer mas bring about the 
use of only one agency Currently 
the company is a multi agenev user. 
Because of the main clients main 
agencies serve, advertisers are some- 
times forced to w ithhold marketing 
problems from them. If fully used, 
the computer will require the ad- 
vertiser to give more information 
to the agency , or the agency will 
become a creative arm only ." 

Advertisers as well as agencies 
have been discussing data-process- 
ing in having and selling w ith H-R 
executives. 

Among the advertisers, Procter 
\ Gamble and General Foods 
media men have been exposed to 



Computer syitem will permit »*1e»men to upend mors lime with crxtiv* telling, 
and, at the tame time, leavo buyers more lim« to consider r Jther th*n otculjt* 



A FORWARD STEP BY H-R MACHINE TIME: 60 SECONDS/HUMAN TIME? 
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the plan. Agency interest has come. 
II R reports, from Frank Kemp, 
media director. Compton; Joseph 
St. Georges, vice president and 
manager of media relations and 
planning. Young & Rubicam; Dick 
Jones, vice president and media di- 
rector, and Jack Green, media re- 
search director, J, Walter Thomp- 
son: Bern Kanner, vice president 
and media director, Benton & 
Bowles; Jackie DeCosta. assistant 
vice president and media research 
supervisor, Ted Bates; Kelly Taegcr. 
vice president and senior media 
supervisor, McCann-Erickson; and 
Tom Wright, vice president in 
charge of media. Leo Burnett. 

The agency executives sec the 
computer operation at H-R as a de- 
finite aid to obtaining fast and up- 
to-date availabilities. 

Jackie DeCosta at Bates I eels the 
computer will speed up the buying 
process and might even influence a 
buy at the start. "But if a better buy 
came up. we'd take it. We're al- 
ways looking out for our clients." 
she says. 

Bern Kanner at B&B sees com- 
puter-processing at the rep level as 
a way to eliminate some of the pa- 
perwork. 

Another agency executive be- 
lieves there would be little problem 
with the agency-rep relationship in 
working with computers. "The dif- 
ficulty comes when the reps need 



fast information from the stations," 
he says. 

"The computer is only a tool, and 
is or is not effective, depending on 
how people use it," emphasizes Stan 
Fcddcrman, supervisor of media 
computer systems at Y&R, "It's 
possible nowadays for many rep 
firms to work efficiently without 
computers." he says. 

"We've had some form of discus- 
sion about computers with all the 
large rep firms in the industry," says 
Feddcrman. "Wc know the whole 
rep industry is looking at comput- 
ers." 

Joseph St. Georges of Y&R has 
stated that one of the most difficult 
problems his agency has to face 
has been the acute shortage of peo- 
ple who understand both computers 
and advertising. "The fact that H-R 
will be adding to the industry's tal- 
ent pool, particularly in the area of 
people who understand the com- 
plex problems of spot broadcasting, 
is very reassuring. For example, one 
of the problems which has not been 
completely solved, due to its com- 
plexities, is the storage of rate card 
data. Hopefully H-R's development 
in this area will result in a break- 
through." (H-R's 1401 will have 
four times the core storage capaci- 
ty of the average 1401 installation.) 

Of all the agencies H-R has talk- 
ed with, it has worked most closely 
with Y&R, because the rep believes 




Frank E Pellcgrin. H-R Television president, informally discusses the functions and applications 
of th© computer with employees at a meeting after hours. Attendance at meetings is optional. 



it is the only agency which evaluates 
spot information received from the 
rep to give buyers more informa- 
tion to buy with, according to Miss 
Gibson. Although other agencies 
arc using computers for billing and 
estimating, Y&R is reportedly the 
only one using the computer in con- 
nection with its spot television buy- 
ing and not after the buying. 

But regardless of how they use 
it, many agencies now want more 
information before they buy, H-R 
interviews with agencies indicate. 

According to H-R, demographic 
information which has been sup- 
plied by ARB is now being used in 
the buying of spot, and agencies, 
want it supplied along with the 
spots the salesman presents. Beech* 
Nut Baby Foods, for instance, 
bought out of Benton & Bowies, re- 
quires data on the 18-39 housewife 
audience. Further, most of the ad- 
vertising agencies will want their 
availabilities in a format their ma- 
chines can read. They expect to re- 
quest it on punch cards or tape 
within the next five years. One 
agency expects to use H-R punch 
cards by 1965. 

In a speech given before the 
Georgia Broadcasters Association 
earlier this month, Avery Gibson 
warned stations of what would hap- 
pen if the rep industry did not keep 
pace with the computer age: 

"Until wc go to the agencies with 
ideas . . . with solid market informa- 
tion . . . with good presentation! 
on our special programing* on the 
personalities of our station, on the 
impact of a commercial on our sta- 
tion, on the difference between the 
impact of a 10-sceond eorttmercuil 
vs. a minute, on the value of an 
island position, on the time when 
frequency is more important thart 
reach . . . until wc begin to sell the 
advertisers and their agencies in the 
language they arc using at the plans 
level . . . wc shall not take the giant 
step forward in creative salesman- 
ship which the computer allows m 
to take. 

"Let the machine handle num- 
bers. Unless we sell above the num- 
bers, the punch card you rccieiW 
electronically from the advertiser 
may be used to set off your auto- 
mated engineering department, may 
be used to figure your atftomatei 
accounting department, and may tm 
place your sales department.*' I 
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TV MEDIA 




Kid loyalty builds with tv 

A novelty "impulse item" ice cream seeks brand awareness in children 
for its eleven varieties of goodies-on-a-stick via flexible local spots 



■ The nation's youngsti rs com- 
prise three-fourths of the customers 
for the ice cream novelty business, 
currently being "eaten up" at an 
estimated $500 million-a-year pace. 
These avid consumers are increas- 
ing in numbers, but how can they 
be made brand conscious in a 
field of impulse item purchases'? 

One way to make the brand 
"take" is through tv commercials, 
feels I XT A Food Industries, which 
has begun its local spot campaign 
in markets throughout the country 
for its Sparkle line of ice cream 
novelties. 

Sparkle is the two-year-old com- 
bination ice cream - cake - sauce 
sundae "on-a-stick" specialty prod- 
uct, currently available in 1 1 
flavors, created by the ice cream 
division of DC A. 

The firm is the second largest 
supplier of ice cream novelties and 
specialties, a field little known to 
the public, although it has a more 
than one-fifth slice of the annual 
domestic $1.4 billion (estimated 
retail value) ice cream industry. 

To cool the palates of millions 
of eager youngsters, DC A. through 
Smith & Dorian, is now airing 60- 
second tv spots in the more than 
20 states in which its crunchy nov- 
elties are distributed. 

Eugene (Gene) Tannenbaum. 
general manager of DCA's ice 
cream division, is sold on the value 
of video. "More of the kids can 
be reached more rapidly through 
tv than any other medium." he 
states. "Ours is a product con- 



sumed daily, and tv offers the right 
sight and sound exposure that 
can't be duplicated. Although very 
tv-oriented. once we use the 
medium to make the initial im- 
pact, we utilize many point-of- 
purchase advertisements. since 
ours is an impulse item." 

Tannenbaum, who describes 
Sparkle as "America's fastest grow- 
ing favorite snack treat." says that 
although DC A is number two in 
the ice cream novelty field, "it is 
number one in creativity." 

Attesting to this, he points to 
the Sparkle I ine of snack delights. 



all created in the last two sears 
( 'urrently capturing the eve and 
whetting the appetite, the flavors 
are: chocolate eclair, straw bcrrj 
shortcake. choco-ban.ina roval. 
pistachio ice cream cake, coconut 
party bar, toasted almond, devil's 
food cake, lemon meringue, choco- 
late marshmallow cake, he\ d id die 
( orange in the middle ) and crunch 
n fudge. 

DC A does no manufacturing of 
its own but operates as a licensor 
1 he firm signs contracts with 
dairies that will produce and mar- 
ket Sparkle locall\ under a I teen - 




Checking ttoryboard photograph* for Sparltle tv tpotj are Vi Alvin Shapiro Smith 1 Dor- 
ian director of radio-tv productions. Gary Haber. »a le» promotton minigti of DC A ice cream 
divition. Gene Tannenbaum, division general manager Stanley leiptig. S4D account e>»cw'>»e 
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, ng arrangement. DCA supplies 
the formula and all the ingredients 
(cake, stick, paper wrapper, etc.) 
except the ice cream, together with 
its know-how and strict manufac- 
turing specifications. Checks arc 
made periodically to see that qual- 
ity control is being maintained. 
1 he finished product is known as 
a "dry bar" in contrast to the 
chocolate-covered or "wet bar." 

Many of the leading dairies in 
the country, such as Abbotts, Car- 
nation, Dolly Madison and Fore- 
most, arc producers of Sparkle 
products. 

With some dairies producing 
the year around, the ice cream 
novelty field is now a 12-month 
business, thanks to the take-home 
four- and six-packs that permit 
home storage during the colder 
months when outdoor consump- 
tion of ice cream is at a minimum. 

Ever promotion conscious, the 
DCA -supplied wrapper, in addi- 
tion to the name of the local dairy, 
contains a special mail offer pre- 
mium. 

DCA has even helped design the 
machinery used in the production 
of Sparkle items. The firm's en- 
gineering staff worked closely with 
equipment manufacturers and aid- 
ed in creating the automatic 
mechanieal system now used. The 
company also gives engineering ad- 
vice to new licensees who may have 
to install the latest machinery. 

General manager Tanncnbaum 
is no stranger to the tv advertising 
medium. Years ago he and his 
associates formed Americana En- 



terprises, and used video to ex-' 
ploit and merchandise many prod- 
ucts associated with the Howdy 
Doody property. Americana was 
later purchased by DCA, and 
Tanncnbaum became the nucleus 
of the present corporate division. 
"We have grown up with television 
during the past 12 years," he 
states. 

This year, underway or sched- 
uled via Smith & Dorian, are tv 
spots in such cities as Providence, 
Omaha, New York, Dallas, Hous- 
ton, Philadelphia, Boston, Chicago, 
Los Angeles, San Francisco and 
Cleveland. 

The 60-seeond commercials fea- 
ture "Sparkle, the ice cream 
hound," who chases sticks dis- 
carded by young Sparkle devour- 
ers. The dog is described by Smith 
& Dorian's executive vice presi- 
dent Sheldon J. Kravitz as a 
"ehow hound" for iee cream. 

The spots contain middle and 
bottom 20-second segments that 
can be switched to promote any 
specific Sparkle flavor. Commer- 
cials in some areas also feature 
dairy tags identifying the local pro- 
ducer. 

Among today's sponsors who 
focus a keen eye on expenditures 
and carefully keep a lid on the 
advertising budget, DCA is per- 
haps unique in that the firm has 
no such budget and no idea of 
how much it may spend during 
its present tv promotion. 

This is a result of the nature 
of the business, according to Tan- 
ncnbaum, and is affected by such 



factors as weather and new licen- 
sees. 

"In 1959, we spent over $500,- 
000," he says* "and most of that 
was in tv. It was our biggest year 
from the standpoint of expendi- 
tures. 

"We had no idea when we 
started our campaign that we would 
spend that much," Taniienbaunl 
continues. "It just turned out tbatt 
way." 

Again this year, as in all previ- 
ous tv years, DCA expects its com- 
mercials will be aired in markets 
not yet planned or known at this 
time. 

Complementing the necessary 
market-by-market distribution of 
Sparkle is the market-by-market 
setup of Smith & Dorian, which 
has 14 offices in the United States] 
The local office head acts as de- 
tail man for each local campaign. 

The Smith & Dorian "networkj" 
as the branches are known, ac- 
cording to executive vice president 
Kravitz, is a "unique network of 
agencies, each of which, prior to 
its takeover, was an existing, func- 
tioning, profitable and regional ad 
agency." The office heads, who 
have roots in their local, areas, are 
able to provide "in-depth assistance 
by merchandising the actual ad- 
vertisements and by providing re- 
gional, specialized marketing anal- 
ysis, back-up and know-how at 
the point of purchase," continues 
Kravitz. 

With this local knowledges 
S&D believes it ean pick the left 
programs for Sparkle in each local 
area. "DCA," Kravitz concludes, 
"is dedicated to providing its ser- 
vices on a localized tailor-made 
basis through a national agency 
that provides localized services." 

Tannenbaum also feels that 
DCA's particular marketing prob- 
lems call for special understand- 
ingj coupled with a necessary m- 
itiative such as that undertaken by 
S&D. 

What of the future? As till 
population grows, so grotys £■ 
DCA market. Now a year-round 
industry, thanks to four- and sis- 
pack production and distribution* 
the firm remains very promotion 
minded. Four new Sparkle flavors 
are being tested^ and its laboratory 
and research facilities are continu- 
ally striving to create new iff 
cream novelties. * 
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RADIO MEDIA 



Inventive use of radio to meet 
specific product need? was devised 
for Jungle Gardenia by (from left): 
Bob Hosking, general sales manager, WDBS 
New York; David Starr, treasurer, Germain® 
Monteil; Rolf Warner, general sa'es man- 
ager, Tuvache; Eli Kaufman, WCBS 
account executive. 




ungle Gardenia's radio cent 



scores dollar rise 




A relatively low budget accomplishes in months what 
years of print ads failed to deliver — rapid distribution 



■ "A GOOD Ml. LI) OF Ml MA" with 

heavy accent on radio lias helped an 
advertiser in the acutely competi- 
tive fragrance field accomplish in 
a few months w hat they had not ac- 
complished in years. 

The story is as bizarre as its lead- 
ing character — Jungle Gardenia, a 
50-year old perfume manufactured 
by Tuvache, Inc. of 730 Fifth Ave, 
New York. 

A quality product (about $15 
per ounce). Jungle Gardenia had 
been available in a discreteh quiet 
wa\ to the carriage trade ever since 
there had been an actual Mme. 
Tin ache, half a century ago. 

About fi\e Or six years ago. right 
after Tin ache had been acquired 
by the American-owned and head- 
quartered Germaine Monteil, ner- 



vous sales spurts of Jungle Gardenia 
were noted from time to time. 

The baffled ouncrs could attrib- 
ute these sudden eruptions of inter- 
est to onh one cause: a leading and 
much publicized (and. currently, 
much-married) actress was telling 
interviewers that her favorite per- 
fume was Jungle Gardenia, I'vcn 
tenia \ . the compatn isn't quite cer- 
tain the story isn't a nnth Never- 
theless, it touched off public inter- 
est. 

Management interest followed 
the same scent. I he onh problem 
was that it meant starting from 
scratch. I he cardenia-baxrd per- 
fume was strictly in the jungle as 
far as distribution was concerned 

11k* parent com pan \, Germaine 
Monteil, a big spender in The Yru* 
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) t ikcr proposed using their for 
nuil:i : Mil ;ind hit hard ;ind often in 
what the pert nine industry consid- 
ers women's tnide books — periodi- 
cals like Vague, Harper's Bazaar, 
(Humour. 

I uvache's general manager Rolf 
Warner took the cue and, through 
a house agency, bought print for 
several years running. 

At the same time, he tried for 
what he considered the best expos- 
ure — television — at the lowest 
cost possible. Unable to fit it into 
his budget, he managed to get 10 
seconds of air-mention by having 
J ungle Gardenia given as a prize 
on audience participation shows. 

"It's surprising the letters we'd 
get from tv," Warner recalls today. 
"The personalities who conduct 
those programs really build a great 
loyalty with their listeners. They'd 
write in and ask all sorts of ques- 
tions about the perfume. . ." 

Respect for that listener loyalty 
remained in Warner's mind. So 
when a top New York radio station 
urged that radio be given a six-week 
trial to test its selling power, the 
proposal was accepted only on the 



basis that the commercials be 
handled by good strong-sell per- 
sonalities. 

Warner thus gave the nod, and 
that spring his company started a 
radio test campaign in, of all places, 
New York. 

''Although our trade considers 
New York the roughest place in the 
world to break." he says, "wc 
thought we'd try it anyway because 
we're nice and close to it and could 
keep an eye on it. If wc could make 
it here, we figured we could make 
it anywhere." 

Those first tentative radio steps 
were taken by Tuvache under the 
expert guidance of two real radio 
pros — WCBS's Jack Sterling and 
WOR's Pegeen Fitzgerald. The new 
sponsor met with these broadcast 
experts and explained the product 
— its features and its sales per- 
sonalities. 

They also explained the target: 
they merely wanted the most — to 
build up distribution. They already 
had access to the top boutiques, 
but now needed department and 
drug store volumes. Since metro- 
politan cosmetic buyers are a pretty 



cagey bunch (who've had evera 
thing from pigeons to pistol-shots 
fired at them in order to make an 
impression), access to their shelves 
could realistically be hoped for only 
from the outside — i.e., by getting 
actual customers to come in and; 
ask for the product by name. 

Jack and Pegeen, taking care not 
to fog their mikes, set to wOrk. 

Six weeks later, Tuvache's Jungle 
Gardenia was available in 50 per- 
cent more stores. After a summer 
hiatus, the new sponsor bought an- 
other flight. This time, Tuvache al- 
most completed its distribution in: 
New York and actual sales volume 
had doubled. 

That test, conducted id the au- 
tumn of 1962, allowed 13 weeks 
on both New York stations. Slim 
schedules started in late September, 
then accelerated every second wcel 
until, from mid-November through 
the Christmas rush, the barrage was 
heavy. Tuvache rode out the usual 
winter lull in the perfume business 
(with a few print inserts, some co- 
op stuff), then eame back to Ne;« 
York — and radio — in March on 
both WCBS and WOR again. 
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Perfume by 'Trie Case' 




■ Wuaa-uii, so who's selling per- 
fume? Casey Stengel? 

You bet — in one of the smartest 
promotion ideas of the season. 

It's soundly based on an idiosyn- 
crasy of the $250 million fragrance 
industry — that 75 percent of the 
total product is bought at Christ- 
mas and that "the vast majority" 
of customers arc males. 

That means American men pay 
out something like $150 million 
a year for perfume, a substantial 
whiff of the industry's successful 
sweet smell. 

And if Lanvin. Inc. has its say 
— which, thanks to Stengel, it very 
likely will — male New Yorkers 
will be preconditioned to buying 
their products conic Christmas be- 
cause of a summer-long campaign 
on WHN Radio, a Store r station. 



Literally in the field — the infield — WHN's 
Weber holds mike after signing new an- 
nouncer Casey Stengel, who holds $500 f !acon. 



The Mcts' language-fracturing 
manager will be heard in at least 
one 10-second spot on WHN be- 
fore every Met game, at home or 
away, during their 1 62-game sea- 
son. In fact, first commercials of 
the scries were taped at the dugout 
just half an hour before the season's 
somewhat confused opener. 

Remember? Teams were break- 
i ilg-in the spanking new facihij# 
of Shea stadium. Fans couldn't mmi 
get there because of a severe traf- 
fic tie-up (and subsequent parking 
problem) caused in part by the array 
of workers putting hurried, lffli 
in in ute touches to the neatrfe»j 
World's Fair. And to add to (M 
general gloonu the Mets lost. 

It might be said, thougli, that 
Lanvin won. for. after mild dif- 
ficulties, they got their commereiall 
taped and on the air. 

Credit for the idea goes tef 
WHN's general sales manager Herb 
Weber whr>. lunching with MiffiPf 
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Significant!) . the first sorties in- 
to radio had been paid for with "in- 
vestment monev." hut now budget 
increases came from increased sales. 

Last tall, much the s.mie ladio 
technique was used on \\ BB\1 Chi- 
cago ( Paul Gibson's talk show, both 
afternoons and evenings. "proved 
excellent for us"); RGBS. KNUR 
and KSI-'R San Francisco ("we 
started early in September"). K N \ 
and KABC Los Angeles ("where, 
although there are so main radio 
stations and so manv tv stations, our 
returns were quite satisfactory anv - 
way"*). 

A "really flat sales test" of radio 
was conducted in March in Dallas. 
Warner reports. "And if we had 
any doubts, that really cleared 
them up." 

Since Jungle Gardenia was al- 
ready carried by Neiman-Marcus 
in Dallas (plus six or seven other 
bullets in nearby Fort Worth), 
there was no distribution problem. 
"Our target was simply to increase 
sales." Warner continues, "and 
we hoped we might build them 20 
percent over normal." Result : 
Everv dollar invested in radio 



brought back something like HOD to 
')()() percent more dollars m sales 

What does it add up to ' 

Since its I it st hesitant enti \ into 
the New ^ ork market. Jungle Gai- 
dema has increased distribution 
from 25 outlets to more than 200 
And these are all "the better stores," 
from main specially shops to all 
department stores ( including subur- 
ban outlets) and roughlv the 100 
best drug retailers in short, as 
Warner puts it. "the cream of the 
distributors in our field." 

Since radio was also tried in 
other markets last fall. Jungle Gar- 
denia's sales have doubled cverv 
month (using last sear's sales as the 
base). I his v ear's sales are ahead) 
a good 50 percent ahead of last 
\ ear's total. 

Further, the product name has 
achieved a new status and familiar- 
it) never rcali/ed in its previous 50 
\cars. 1 his puts the companv on a 
much firmer footing competitive!) 
in the $250 million fragrance in- 
ditstr) . 

Most important of all. these gains 
were accomplished with something 
like half the monev that had pre- 



\iousl\ Ken sp^nt <>n worn u in i ' 
a/mes 

I'i ae tie in * th ie ti.nnt of ,i . hhI 
busiiK ssiu.ni Roll W .nil i dtv. n l 
Uivc lot.il eldlit to ladio Not at 
all Instead. Ik s i\ s. "We \c hit a 
prett) good iik Id m adve r lis n • ' 
and he intends to continue it In 
toto. that iiKaiis tontmuin ' insert 
m leading (i ade Ixvoks, follow m» (Ik 
long established coop advert! in* 
progi am. celling occasional tv ex- 
posure when Jungle Gardenia is 
given awa\ on audience participa- 
tion shows. 

"\ ou sec. it isn't all radio." 
Warner continues, "though we sus- 
pect radio had a great deal to do 
with it." 

I o pla\ safe, this fall he's renew- 
ing the Jungle Gardenia radio cam- 
paign in Dallas and planning further 
schedules along the eastern sea- 
board in Philadelphia. Washington 
and Atlanta. "W hat radio's done 
most I) bv creating an unn\t\lnite 
demand at the counter is to vcrv 
rapidlv complete our distribution in 
a w a\ that we could never have, 
ev en vv ith a super sales force." he 
concludes. ■ 



anvin. Inc. scores summer's sales "steal" via radio, on WHN New York, 
by signing the Mets' Casey Stengel to lure "majority" buyers — men 



Beck. New York head of the Kat/ 
Agencv's radio department, thought 
Up the blockbuster. They queried 
WHN client I anv in through its 
youthful ad manager Conrad Roth. 
He quickly agreed the idea was 
great — /'/. 

Approached indireetlv at the stadi- 
um, Casev himself nixed it at once, 
using non-perfumed Stengelese. 

So. Weber, described as a "sales 
tiger once he gets going," finessed 
it. He flew a mutual friend of 
Casey's and his from the West Coast 
to v isit Mr. and Mrs. Stengel at New 
York's Essex House — and. inci- 
dentally, to rephrase the question. 
This time. Casev agreed. The mon- 
m involved has been described as 
"a nice fee." 

Followed by a sound engineer. 
Weber himself trekked out to Shea 
on opening day and got Casev to 
tape five commercials on first take 
(see photo). A sample, which shows 
how cleverly Lain in plav s the game. 



is addressed (the onlv one so slant- 
ed) to the ladies: "You want a 
I ather's Dav gift idea' 1 Figaro col- 
ogne — or after-shave In Monsieur 
l.anvin." 

It should be noted that the 
French pronunciation is not im- 
proved bv Stengel's notorious 
speech patterns. The Case also 
plugs such Lanvin products as Mv 
Sin. Arpege and Jean Nate (after- 
bath lotion) with a linguistic ven- 
geance. 

As a result of such radio sales 
aggressiveness, incidcntallv . WHN 
has hung up a "complete!) sold out" 
sign around its Mets' coverage. 
Games are sponsored bv Rheingold 
Beer and Brown A. \\ ilhanison. with 
adjacencies div uled among I 1 other 
major and minor advertising names 
besides I anv in. Alemite CD-2 (bv 
Stevv.irt Warner). King korn trading 
stamps. Interwoven socks (Kawr 
Roth Corp.). Midas Muffler Shops. 
Miehtv \tlas brakes. Herman's 



Sporting Stores, the New ^ ork 
Journal- \merican. dul'ont. Gen- 
eral I ire Co and Guardian Main- 
tenance (General Motors). 

Nolxulv \ commercials, however, 
sound quite like those voiced bv 
" I he C ase " 




Herb W*b«f I®fs WHN U&d © « gvnersl 
manjg^f incrtjui cwfp«n9 Ijnvm asfo®^* 

wl« wi*h idovtrd Cewfnand c#nt»( h@£?d 
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THE CHANGING SCENE 



Taft To Start Its On-Air Commercial Testing This Fall 



Newest trend in testing commer- 
cial effectiveness appears to be to- 
ward the on-the-air approach. Taft 
Broadcasting has become the third 
outfit in as many weeks to reveal 
a project of that nature. 

The Taft test, which will be un- 
dertaken by the group's own sta- 
tions this fall, is concerned spe- 
cifically with the relationship be- 
tween commercial-insert patterns 
and audience levels. With prime- 
time feature films the vehicle, Taft 
will test a variety of commercial 
placement patterns in pre-arranged 
cycles, using a controlled-sample 
technique to determine the effect 
on audience levels. (Typical pat- 
terns: no interruptions, several 
brief interruptions, fewer but long- 
er interruptions.) 

Other moves in the on-air test 
direction are being made by the 
Milwaukee Advertising Laboratory 
and Video-Scope. The first, owned 
by the Journal Company, Milwau- 
kee, and set for fall operation, in- 
volves matched markets in that city 
and a "muter" device which will 
black out commercials from the 
air (Sponsor, June 15. page 20). 

Video-Scope (Sponsor, June 
22, page 34), developed by an in- 
dependent research company, Mar- 



ketscope' Research, employs a bc- 
forc-and-after approach to viewing- 
attitude measurement. Uses phone 
interviews directed specifically to 
determining changes in attitude 
toward a product after exposure to 
its commercial. 

Taft Broadcasting says its proj- 
ect would solicit cooperation from 
advertisers and rating services. Re- 
sults will be made available to all 
interested parties, the company 
says. Details of the research proj- 
ect will be announced when con- 
sultations and planning arc com- 
plete — which will probably be 
in late summer. 



$1 Million Feature Film 
Purchase for WNEW-TV 

Feature film stockpiling contin- 
ues at a steady pace in New York 
City, with WNEW-TV making the 
third huge package deal of the last 
few weeks. 

At a cost said to exceed $ 1 
million, the station bought 225 pre- 
1948 Paramount releases from 
MCA-TV. Included are "For 
Whom the Bell Tolls," "State of 
the Union," "Lost Weekend," 
"Two Years before the Mast." 

In recent major programing 



SEALING WNEW-TV FEATURE FILM BUY 




At contact signing (I-r): MCA-TV vice president Keith Godfrey; Metropolitan Broadcasting 
Television program vice president Jack lynn; Metropolitan president Bennet H. Korn; MCA-TV 
vice president and syndication director lou Friedland 



moves, W ABC-TV bought 60 fM 
run, post- 1950 Columbia films 
from Screen Gems (including k 0m 
nic," "Pal Joey,'* "Anatomy of a 
Murder") and WCBS/TV pur- 
chased 50 Samuel Goldwyn film* 
for its various feature showeaspt* 
including "Best Years of Our 
Lives," "Secret Life of Walter Mit- 
ty," "Song is Born." 

The WNEW-TV deal is thi 
largest film purchase in the .station's 
history. 



ABC Ups Pierce, 

The promotion of Freder|e% 
Pierce to ABC vice president and 
national director of tv sales, effec- 
tive immediately, was announced 
today by James E. Duffy, ABC 
vice president in charge of tv nasi 
work sales. Pierce has been vice 
president in charge of research, 
sales, planning and sales develops 
ment. 

Duffy also announced the pro- 
motion of Marshall Karp, eastern 
sales manager, to director of sales,, 
eastern division, effective July 1, 
and a realignment of assigniheffls 
in the ABC-TV sales department. 

Stereo Concert Season 
Taken by Boston Bank 

The Boston Safe Deposit and 
Trust Co. began sponsorship rf 1 
what is thought to be the first fully- 
sold live stereo broadcast of £hf 
complete season of a first rank 
orchestra. Buy is WCRB's 52-week 
scries of Boston Symphony and 
Pops Orchestra concerts frodi Sgtm 
phony Hall and the Berkshia 
Music Festival at Tatiglewood. All 
programs will be simulcast on 
WCRB-AM and FM. 

Mogul Williams & Saylor is, thf | 
agency. 

ABC Hunt, Fish Show 
For Liberty Mutual 

Liberty Mutual Insurance Co.. 
via BBDO, blazes a new trail in 
network sports programing rfcM 
year on ABC-TV. Company will 
wholly sponsor The Ainer'mm 
Sportsman, a series of four hour- 
long programs on hunting and fish- 
ing to be presented monthly, Janu- 
ary through April. The network's 
o<S:o"s will televise the show in 
color. 



so* 







This kid is completely disgusted with WGAR 
hecause our Betty Ott talked most of his 
gang into going back to school. Betty's pro- 
gram was called "Second Chance for Drop- 
Outs" and it worked so well 
that it won the Cleveland 
Radio-TV Council award for 
Outstanding public service. 
And praise from Cleveland 



GOOD SOUND RADIO 

wgar 

\ SO 000 WATTS 



City Council and the Board of Education. 
From the Department of Health, Education 
and Welfare. From parent**. From listeners 
all over Cleveland and northeastern Ohio. 

WGAR is the place to get 
real action — \\ hether vou're 
selling ideas or products. 
We don't have a dropout 
in our audience. 



PEOPLES BROADCASTING CORPORATION 
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C HANGING 



Whitney Leaves Mars To 
Form Own Consult Firm 

Robert V. Whitney has resigned 
.is executive vice president and di- 
rector of Mars Broadcasting, Inc.. 

Stamford - based 
radio syndica- 
tion firm. He'll 
open his own 
'■*3gt JS radio program- 

ing and manage- 
ment consulting 
firm in New 
| MWW, York on July I. 

Demand Rn- 

Robert V. Whitney d'lO and the Dick 

Clark Radio 
Show arc two of Mars' Whitney 
productions. The former, a 24-hour 
programing service, provides a 
"kind of customized, local program- 
ing format of pop and nostalgia." 
It's in Houston, Toledo, Omaha, 
Denver, Providence, among other 
markets. The daily Clark show has 
been on as many as 42 stations at 
one time. 

Whitney started his career at 
WCRB Boston in 1949, has been 
program director at KALL Salt 
Lake City and KBOX Dallas and 
national program director of the 
Balaban stations operating out of 
W1L St. Louis. 

Pepper Sound Studios of Mem- 
phis bought Whitney's holdings in 
Mars, will continue to syndicate 
Mars productions under a leader- 
ship still to be announced. 

Personal Tv Sets Highlight 
Music Show Opening 

The home entertainment indus- 
try's major annual trade event, the 
National Music Show, opened in 
Chicago yesterday (28). Shaping up 
as the highlight ai the live-day af- 
fair: personal, portable transistor 
tv sets. 

General Electric and Philco have 
entered the field, previously monop- 
olized to a large extent by Sony 
Corp. These manufacturers see the 
small-si/c receivers as the logical 
direction for expansion now that 
there is a close-to- 1 00 percent sat- 
uration on a t\ -homes basis. Big 
advertising guns will he opened in 
the tail to promote the products. 

included in the line General 



Electric is intioducing: a nine-inch 
transistorized portable with a sug- 
gested retail pi ice of $159.95, 
capable of operation off cither bat- 
teries or regular I 10 -volt house 
current. 

Sony, not to be underdone in 
smallness. is previewing a four-inch 
model: "slightly larger than a king- 
size package of cigarets." It 
weighs less . than six pounds, is 
about the size of a book and op- 
erates from battery or house cur- 
rent. Although Sony's original 
eight-inch set has been discontinued, 
the company continues to market a 
five-inch ($189.95) and a nine- 
inch set ($249.95). 

Gillette and Chrysler 
Buy NBC All-Star Game 

Gillette Safety Razor (Maxon) 
and Chrysler Corp. (Young & Ru- 
bicam) will co-sponsor the 35th 
All-Star Baseball Game, July 7 at 
NYC's Shea Stadium, on NBC-TV 
and Radio starting at 12:45 p.m. 
This is the 19th All-Star classic 
to be covered by the tv network* 
the fifth straight game to be color- 
cast. NBC Radio has covered it 
every year since 1957, including 
the two-game years of 1959-62. 

Binghamton CATV Battle 
Forces Continue to Rage 

Triangle is pressing hard to mar- 
shal public opinion for its Bing- 
hamton, N.Y., CATV system as 
originally proposed — that is, the 
three local stations plus New York 
City's four independents (including 
educational channel WNDT). 

The city's Binghainttm Press has 
filed a protest with the FCC to deny 
a petition by Eastern Microwave, 
Inc., for transmission lines to bring 
WNDT and WNEW-TV into the 
area. Meanwhile, Triangle, via its 
CATV subsidiary Empire State 
Cable Tv Co., has lined up the sup- 
port of the mayors of Binghamton 
and Johnson City, of the rival pa- 
per, the Bingii vxi ion Si'\ Bui - 
i I I in and of several education and 
civic leaders. 

Empire Cable will, in any event, 
launch CA 1 V service this August 
with at least five channels: WOR- 
TV. WPIX and the three Bingham- 
ton outlets. WNBF-TV. WB.IA- 
I V and WINK-TV. Triande owns 
WNBE-I V. 



JOINS ABC-TV LINE-UP 




Thomas Moore (seated left) &BC-TV president, 
Billy Broadfoot, president of Cape Fear Tele- 
casting, sign primary affiliation contract far 
network and WWAV-TV, which will g© on 
the air Oct. 1 in Wilmington^ N.C. Robert L 
Coe, (standing left), vice president in charge 
of station relations, and Ntaf Cavalloui, stat- 
ion's relations' regional manager lootc on* 



Tv Intros Borden Drink 

Successful test marketing m 
Miami, Atlanta and PL Wayne has 
prompted Borden (Young & Ru 
bicam) to introduce its Milk Shake 
(tinned ice cream and milk bever 
age) nationally this summer. Bor 
den's regular NBC and ABC net 
work shows will be the vehicle 
Introduction, market - by - market 
will be backed with local news 
paper coupon ads. 

Radio, Tv and Film Firms 
Fly High on Air Freight 

Among the earliest routine user 
of air freight, the film, tv and radio 
industries are still among the lead 
ing air shippers, according to 
Emery Air Freight. During the; 
first quarter of this year, for in- 
stance, shipments of film, tapes and 
promotional materials increased in 
number by 8.7 percent over the 
corresponding period of 196J 
while revenues increased by 15.5 
percent. 

The ever-increasing export 
news and entertainment program 
overseas, via syndication or by fm 
works to off-shore affiliates, has 
contributed largely to the increase 
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"CONORS A DE 
CONDOM A R" 
bn FRANCISCO 
GOYA 
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of spinl nn I I m v 
t'f rJnr pluer I v, ir >• 
in the A'wwi fir . I n% 



M ft class- by ifxrff 



Masterpiece — exceptional skill, far-reaching t allies. Tins is the quality 
of \V\VJ radio-television service— in eiitertairnieiit. news, sports, inforination. 
and public affairs prourammiiiu. The resnlts are iinpressi\ c— in audience loyalty 
and community stature, and in \\ r \\" r | \\ T \\ T | rM \ 7 

sales impact for the advertiser \\ \ \ •) ,| 11(1 11 f V *l X 1 
on WWJ Kadio and Television. 7 H ► NEWS ^'A' \S 



Owned and Operated by The Detroit f.'ev.s • Affiltai d w th NBC • f.'-t P 
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WELCOME TO AGENCY NETWORK 



Sell KGRT Las Cruces 

KGRI, five k\\ daytimer at Las 
Cm cos. N. M.. lias been sold by 
Taslor Hnterprises to a group of 
|.;is Cruces businessmen headed by 
William R. Lask. manager of the 
station for the past five years. 
Hamilton - Landis handled the 
$187,500 sale. Taylor Enterprises 
owns KB1M Roswcll, has a pend- 
ing application for a television sta- 
tion in that same market. 



Moskowitz-Yates Expand 
Syndication Partnership 

Martin Moskowitz Enterprises 
and Richard G. Yates Film Sales, 
which got together in May for tv- 
theatrical distribution of several 
series, are t icing up again. This 
time the product is 23 feature films, 
1 7 of which were acquired from 
Galatea Films of Italy and dubbed 
into English. 

Original joint inventory had in- 




1 Ed Lane (left), president of Lane and Bird Advertising, Phoenix and Tu«s.o;n, is con- 
gratulated by Art Gerst, president of Mutual Advertising Agency Network, on L&B's, 
election to membership. Looking on are RoJIa Nolting, MAAN secretary, of Petry- 
Brown, Cincinnati, and vice president Phillip Jones, Lyons Advertising, Attleboro 

J Falls, Mass. Nineteen markets are now represented in MAAN. 

f tuiiiMP ii;! i iiiiiiiiiiiiiiinii idiiiiiiiimiiiiiiiiiiiiiiiffliiiiiiiwiiiiiiiiiniiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiii; mm in iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiyiiiiiiiimm iiimi 



eluded film and tape tv shows pro- 
duced by Gucdcl and Linklctter 
Productions: On the Go with Jack 
Linklctter, For Better or for Worse 
with Dr. James Peter and Link- 
letter and the Kids starring Art 
Linkletter. 



The pair has also acquired ten 
full hours of International Pro 
Tennis, produced by KTTV Pro- 
ductions and narrated by Jack Kra- 
mer, and an award-winning half- 
hour subject in color, The Soap 
and the Little Girl. 




You'd possess 188 years of production ex- 
perience among the key members of your 
crew . . . seasoned enough to date back to 
1776... but young enough to provide the 
fresh, creative approach to commercials, pro- 
grams, special effects. It's the kind of veteran 
team that assures the label of quality from a 
simple, slide-and-copy 10-second promo to a 
complicated, 26-scene, one-minute commer- 
cial. Our outstanding facilities become the 
tools of skilled craftsmen to fashion the kind 
of quality production you'll appreciate. Call 
your nearest Petryman or our Operations 
Manager, Jim Pratt, for details. 

WFAA-TV 

The Quality Station serving the Dallas Fort Worth Market 
ABC, Channel 8., Communications Center / 
Broadcast Services of The Dallas Morning 
News /Represented by Edward Petry & Co., Inc. 
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Barney's, WNEW Radio 
Mark 30 Years Together 

More than just a New York City 
clothing landmark (which it is). 
Barney's is also a W N 1 • V\ Radio 
landmark. I he station and the 
clothing store have been together 
52 weeks a year for a grand total ot 
more than 30 sears. 

1 he only time Barnes's has not 
ndvertised on WNHW Radio in the 
past thirty years was w hen station 
policy dictated no commercials 
(Christmas, days of mourning, etc.). 

The association, w hich has 
weathered three decades of depres- 
sion, war and other assorted prob- 
lems and headaches, was celebrated 
at a testimonial luncheon last week 
in New York. 

Htttil Mogul, the advertising man 
who first put Harney's on radio, 
still leads the firm's agency. Mogul. 
Williams and Savior. 

I he story began in 1 933 w hen 
Until Mogul was working as a radio 
time salesman in a small New Jer- 
sey station and supplementing his 
depression income as n p;irt-time 
all-around man in Barney's small 
shop at 7th Avenue and I 7th Street 



m New i ork (the stoic now oceu 
pies almost a hill square block ) 
Mogul sold Barne) \ on radio, the 
New Jersey forerunners of YA N I • VA , 
and a sear later, when W\l \\ went 
on the air. Barnes's was thcie 
and has stayed for three decades 

Adams Tops Ownership- 
Management Company 

New compails to w alch is I) 1 1 
( )v crmscr Communications, form- 
ed In 1 oleilo businessman of the 
same name and 
with offices 
in New York. 

Under the 
cxccittiv e vice 
presidency o f 
R o he r I F. 
A d a m s ( I 4 
sears in broad- 
cast ) , the coin- 
pans sas s it is 
activ elv scouting 
business opportunities in communi- 
cations particularly tv and radio 
stations. It has applied to the I CC 
for a Toledo t'HF, 

There were indications that, in 




Robert F. Adams 



adilitioii to uMitttt rc i 1 tali u 
operation, Ov 1. 1 uiv >. r w» ild j ««»! 
possibilities of ( \!\ and pis tv 
\d.uns h.is b en with \B( for 
the past ei 'ht and a lull s u fir t 
with VV \B( I \ \i« \ t rk a a 
sistaill salts tnaiia *er and mo t I c 
tenth, as general sates tnaitac r and 
assistant to Sterling (Jiunlan at 
( hicaeo's W BK B 



Auto Race Properties 
Selling Well: Triangle 

I he sale to Routes Motors of 
the two-hour, live, 1 ittle Indv race 
for 13 of a (lO-statioii-phis hook- 
up, indicates to I rianglc that it's 
hav ing success with its auto racing 
properties. 

I riangle sass that local viles to 
advertisers are also strong. I or 
instance: W'MIG 1 au Gallic- 
Melbourne, Tla., sold the program 
to Jim Rathman. an automobile 
dealer who won the I'JdO Indiana- 
polis 500. 

Triangle, which put together the 
55-station live network for the Se- 
bring race in Mas. plans similar 
radio nets for upcoming kev races 




Seabrook Farms To Sell 
Military, Diplomatic Market 

There may he more broadcast 
in the future for Seabrook Farms, 
one of the world's largest food 
farming and freezing operations. 

Although parent company, See- 
man Brothers, has been on shaky 
financial ground, a series of man- 
agerial and marketing changes may 
be reversing that. Latest steps: See- 
man has given up its wholesale 
grocery business to concentrate on 
its Seabrook and Snowcrop fro /en 
foods and White Rose and Premier 
canned goods, and deal has been 
made with Overseas Service Corp., 
agent in the sale of brand name 
consumer products to the military 
around the world. 

Company expects its entry into 
the brand-specified military market 
to add $2.5 to $3 million to its 
sales volume in the first 1 8 months. 
In addition to U.S. military instal- 
lations in this country and abroad, 
embassies and other State Depart- 
ment facilities are involved in the 
contract. Estimates are that this 
market spends $ 1 billion on food 
and related services and that total 
military market purchasing power 
is $3 billion annually. 

Seabrook, which has some 500 
frozen foods in its product line. 



has spent remarkably little in 
broadcast, compared with competi- 
tors like General Foods' Birdseye. 
It used no television last year, spent 
$150,000 in radio. This year's ad- 
vertising drive, which will defin- 
itely include radio, won't start until 
the fall. 

Since very little advertising is 
involved 'in marketing to the mili- 
tary (major ad vehicle there is 
Pmt Exchange & Commissary), it 
seems probable that Seeman may 
invest some portion of its greatly 
increased sales volume in heavier 
advertising to the U.S. commercial 
consumer market. 



Blanc's Business Report 

Mel Blanc, who recently philo- 
sophized on humorous commercials 
for the Advertising Federation 
(Sponsor, June 15, page 19), is 
keeping busy despite any general 
falling-out of favor for the genre. 

Young & Rubicam has commis- 
sioned his firm, Mel Blane Associ- 
ates, to produce a radio campaign 
for Chrysler. The Hollywood pro- 
duction house is also working on 
campaigns for Bobbie Brooks 
Clothes (Nelson Stern), Durkee's 
Famous Sauce and Rcddi-2-Wip 
(both Meldrum & Fewsmith). 

Chrysler's humorous 1963 cam- 
paign, featuring Grover the Sales- 
man exaggerating the features of 
new cars, also came out of the 



PROMOTION MANAGERS GATHER IN LA 





Yate Roe 



At t jociai gathering held on the eve of ABC-TV's seventh annual Promotion Managers 
Seminar (left to right): Casey Cohlmia, WFAA-TV Dallas; Edna Herbst, KCRG-TV Cedar 
Rapid?; Bob Crane of the "Donna Reed Show," and Barbara Roberts, KTUl-TV Tulsa 



Blanc studio. The new spots will 
use the same creative concept, com- 
pany says. 

New Roe Book Deals with 
Tv Station Fundamentals 

How to run a tv station, front 
engineering to sales, is the subject 
of a new hook 
published b y 
Hastings House. 
Titled "Televis- 
ion Station Man. 
agement, T h e 
B u s i n e & s of 
Broadcasting,"' 
the book is edi- 
ted by ABC-TV 
director of day- 
time sales Yale 
Roe. Seventeen broadcasters have 
contributed. Hastings House hopes, 
to sell the book as a university text 
to be used in new communications 
courses being offered around the 
country. Roe authored "The Tele-- 
vision Dilemma" two years ago. 

Crosley's WLEX-TV Buy 
Off: FCC Complications 

In one of the more surprising re- 
versals of recent years, Crosley 
Broadcasting's plan to increase its 
station holdings has been thwarted, 
at least temporarily. 

The group* which currently owns 
one radio and four tv stations, has 
been awaiting FCC approval of its 
purchase of WLEX-TV Lexington 
since February 4. As far as Crosley 
and the station's current owner, 
WLEX-TV, Inc., were concerned 1 
was all over but the formality of 
consent. 

But a June 2 public notice of the 
FCC announced an action that 
would prohibit overlap of service 
areas of stations under common 
ownership, to be applied to hew and 
pending applications. This necessi- 
tated a hearing on the Crosley ap- 1 
plication (possible overlap could oc- 
cur with Crosley stations in Cim 
cinati or Indianapolis), 

The transfer contract's timetable 
called for cancellation of sale if ap- 
proval were not granted within 1 SO 
days of execution of contract. Since 
cancellation period comes up July 
2 — not enough time for an FCC 
hearing — both Crosley and WLEX- 
TV have requested that the com- 
mission dismiss the application. 
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TV SELLS PUPPET 




A film company executive has also become 
owner of a big>business toy company, thanks 
to KHJ-TV los Angeles. Art Clokey, whose 
"Adventures of Gumby" (animated cartoon 
show) is syndicated in 31 markets across the 
country, used LA as a test market for new 
Gumby doll, sold entire IA stock in three 
days. Plans now call for expansion of the 
doll promotion to Portland, Phoenix, San 
Francisco, then New York, via Edward S 
Kellogg Agency. 



Domestic, Foreign Sales 
Sustain Syndie Upbeat 

The upswing in syndication sales 
is spreading throughout the field. 
ITC and Warner Bros, reported 
bullish June earnings. Now CBS 
Films and NBC International are 
hopping the summer sales band- 
wagon. 

In the two months since its re- 
lease. CBS Films has sold 156 
episodes of the off-network Mar- 
shal Dillon in more than 30 mar- 
kets, with a gross exceeding $1.2 
million. The series will start this 
fall on such stations as KI I J -TV 
Los Angeles, KPIX San Francisco. 
KLZ-TV Denver. WFAA-l V Dal- 
las. WRHC-TV Memphis. WCCO- 
TV Minneapolis. KATU Portland. 
Ore.. KWT\ Oklahoma Cit\. 
WLAC-TV Nashville and KVOO- 
TV Tulsa. 

Fourteen foreign broadcasters 
bought 340 hours of tv program- 
ing during earls June from NBC 
International. Purchasers included 
Richmond-Tweed Tv Ltd.. Lis- 
more. Australia; Brisbane IV Ltd ; 
Tv Singapore; Malta Broadcasting 
Authoritv; Associated RcdiffuMon; 
T\V\V (South W ales and West Fng- 
BftJ) and WW N (West and North 
W'ales); ARD German network; 
S verities Radio in Stockholm. 



Mamicln Broadcasting, I okyo 
Associated Broadcasting Co ul 
Manila, Radio- I \' I uier.inieric.iii.i 
in Bogota, and Punch I td . also 
Bogota. 

New, Syndicated Radio 
Show Sold 95 Percent 

Both ad\ertiseis and stations are 
going lor the first olfering ol a 
new i adio syndication In m. Worn 
iter Productions, says. I leaded by 
veteran station manager and opera- 
tor Slurry Woroner, and founded in 
February . Woroner Productions is 
selling July 4, I 776, which re- 
creates the birth of the I ' S front 
the viewpoint of a radio station 
operating from one of the colonial 
cities. 

A large regional sale was made 
to Southwestern Public Service Co. 
for 21 markets in and around the 
Texas panhandle, in which SPS 
supplies electric power. Ninety -fixe 
percent ol" the approximately 200 
stations which bought the show are 
said to report successful commer- 
cial sale. A wide variety of adver- 
tisers is involved, from Lockheed 
Aircraft in Marietta. da. ( W I t)M ) 
to Puritv Foods in San Francisco 
( KABL ). 

Fncou raged by its success, Woro- 
ner is currently producing a second 
program for August release called 
I lw First Christmas /'his Is the 
Hay I hat Was, dramati/ing the day 
Christ was born. I Itimate objec- 
tive, according to W orotic r. a pack- 
age of holiday feature programs 
with a unique twist, produced from 
a station management point of 
\ iew . 

'Hazel's' Summer Fill-In 
Is Six-Week Sing Show 

Although Ford has been going 
against the trend these last few 
summers by consistently coming up 
w ith a summer replacement series 
for its network show, and although 
this summer is no exception, the 
replacement lor //</;< / ( I hursd.ty . 
9:30-10 p m. on NBC) won't start 
till August 6. 

Gary Smith, who has done I lu 
Judy Carl and Show and / he Hell 
t elephone Hour, w ill produce a 
six -week series. / he \ <u- ( hn\t\ 
Minstrels N/j.m I he group's nine 
folksingers w ill be joined In a dil- 
l'erent y ouitg comedian each week, 
with all shows taped entirely on 



COMING 
TO 

NEW YORK ? 




Stav at the only Inn 
in town run the 

old-fashioned wav! 
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Only 1 ; h'o » :>;':(.<. i tin i) 

The brand new 600- room 
luvurv Inn with e\ cr\ m >di rn 
feature spji ious .i r ojndifs >ntd 
rooms and suite* <">uperb 
rcsl.uir.inl>; sm.iri totkij I lounge, 
Iree root lop poo . I ree indoor 
garage small and large meeting 
room-, with banquet t.n ihties — 
oven closed iirm I T \ —and o d 
j ash oned old world Innkeep n>; 

ser\. k e— only I 1 .' llotk 
to the Ci h-i H"l ' 
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location at the New York World's 
I air. Palisades of the Pacific 
amusement park, the I ( LA cam- 
pus and on a riverboat. 

In previous summers. The Lively 
Ones was the replacement for Ha- 
zel. J. Walter Thompson is the 
age no v . 

Polaris Goes to Chicago 

Expanded operations of its 
broadcast division has prompted 
the Polaris Corp. to consolidate the 
division's staff in one central loca- 
tion. Formerly headquartered in 
F.vansville, Ind.. Polaris Broad- 
easting has moved to the closest 
seat of heavy advertising activity. 
Chicago. 

The new headquarters, 645 
North Michigan Ave., is directed 
by the executive vice president in 
charge of the broadcast division — 
Richard F. Shively. Others working 
from Chicago are Charles C. Bcvis, 
director of operations: Earl A. Gut- 
kneeht, business manager, and Tim 
D. Tindall, coordinator of special 
projects. 

Polaris stations arc WTVW 
Fvansville; KTH1-TV Fargo-Grand 
Forks; KCND-TV Pembina. N.D., 
WKYW Louisville; KXOA (AM- 
FM) Sacramento, and KPLS Santa 
Rosa. Calif. 



Spot Sparks Pie Push 

Mrs. Smith's Pie Co., Pottstown. 
Pa., started June 22 in 10 major 
markets with a 10-weck schedule 
of spots which spearheads the com- 
pany's summer campaign. Pelican 
Productions produced the commer- 
cials for J.M. Korn & Son, Phila- 
delphia agency. Theme is the con- 
tinuing "Amanda Smith, stubborn- 
est woman in Pottstown, Pa." 

Tv markets include New York, 
Philadelphia, Pittsburgh, Scranton- 
Wilkcs Barre. Baltimore, Washing- 
ton, Atlanta, Memphis, Tampa and 
Miami. A campaign is also plan- 
ned for several cities in New Eng- 
land, to get underway in August. 

The radio part of the warm- 
wcathcr push is limited to Wash- 
ington, D.C. (WOOK) and Charles- 
ton. S. C. (WCSC). 

Congressmen Question 
Computer Predictions 

Congressmen are reported to be 
increasingly anxious about the 
broadcast - computer combination 
that produces early election predic- 
tions and which "may influence 
voting segments." 

Rep. Walter Rogers, chairman of 
the House Commerce Subcommit- 
tee on Communications, told the 
communications bar attorneys that 
it's too late to do anything about 
the situation this year. But he indi- 
cated that if the computers seem 



to be getting too much interpreta- 
tion and if there's too: much pre- 
dicting by broadcaster-projectors 
during voting 'hours. Congress will 
certainly look into it next year, 

Rep. Charles Gubser (R., CalilLJ 
isn't waiting. The Californian has 
put in a bill to bar election day 
predictions on returns until all 
polling places across the entire 
country arc closed. 

L&M Launches 'Logical 
Move' Theme oh Radio-Tv 

Switching to L&M cigarets is a 
"Jogical move," says the Liggett m 
Myers Tobacco Company — and 
they're springboarding their new ad- 
vertising theme and approach with 
a heavy radio and tv schedule, bofh. 
spot and network. 

Reasoning behind the logical 
move theme, according to Milton E 
Harrington, L&M. president, is that 
there "are many who still want the 
rich tobacco taste they are accuse 
tomed to — but in a filter eigaret. 
For this group of smokers, we be- 
lieve the logical mOve is L&M. It's 
logical, too, for the non-filtef 
smoker who can't find enough flavor 
in any other filter eigaret." 

In dramatizing the new thertlg, 
L&M advertising will picture log- 
ical moves in familiar life situations 
such as the "logical moves that help 
clear the checkerboard." 

In addition to spot radio and tv,, 
the campaign will be conducted dm 
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PROVES PULLING POWER OF RADIO PERSONALITY 





If Houston agency people or advertisers had any doubts about the pulling powef of the Bill Calder show on KPRC, they ««ie dispelled after frit 
display With only a few days of on-air announcements, Calder commanded a turn-out of over 800 listeners at recent Houston Col'S-NY. MeH 9»rW» 
Called the Show Bii Army, Calder's fans marched across the field for presentation of the first annual "Billy Awards" to "deserving" Colt .45 pUyers 
and for induction into their Army of Casey Stengel 
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such iictw hi k ratlio pn i^miiiv as 
N'B( "s \ ( it \ of the II orhl. \ni\ on 
the Hour. I inplnt\i\ and Monitor, 
CHS' Si Jeli i;ht \. with ( ' I utiles ( ol- 
li(tttum*tl, and \IU"\ I )ctnocratic 
;nul Republican convention cover- 
age. I \ buys induds? / //<■ t iratniitii, 
lh . K ilthtrc, lltirke's Law and tlu' 
/ <>m\'lii Show. 

I he new drive began June 21, 
will continue with heavy schedules 
in all media until the end of the 
year. 

New Network Tv Sponsor 

Regal Crown Division of Mur- 
ray-Allen Imports, English manu- 
facturers of sour fruit candies, 
placed its first order in network 
television on NIK*- TVs fmhty and 
Loni^ht shows. Bin totals $300,000 
ami continues through September 
on behalf of "sour lemons." Bauer- 
Tripp-Folcy of Philadelphia is the 
agency . 

New NYC Headquarters 

Avery-Knodel, Inc., has moved 
its headquarters offices from 720 
Fifth Ave. to the two-y car-old 
Coatcs Building at 555 Madison 
Ave, Telephone number is (212) 
1 1 A 1-5600. The I'M ear-old sales 
organi/ation also maintains offices 
in Chicago. Atlanta. St. Louis. 
Detroit, Dallas. San Francisco and 
Los A ngeles. 

New CBA Slate Elected 

H. J. Patrick. KAVI Rocky 
bord, Colo., heads a new slate of 
officers which w ill lead the Colo- 
rado Broadcasters Assn. for the 
I U64-65 period. Paul Blue. Kl / 
Denver, was elected \ ice president 
and president-elect and Ed Scott, 
KLAK Lakewood. is sccrctar\ - 
treasurer. 

Guild Wine to Compton, 
Other Agency Shifts 

Although budget and media 
plans are up in the air at the mo- 
ment. Guild Wine Company's move 
to tv-oriented Compton suggests, if 
anything, an upbeat in broadcast 
billings from the winery. Supporting 
this speculation is the fact that 
Guild has increased its volume 
greatly as a result of mergers, add- 
ing the Aha. Cameo. Cribari. Vir- 



ginia Dale and Garrett's lalvls 
( onipaiiv spent n7().<K)() in spot 
telev ision last ve.tr 

( Mhcr agency shil t-. \l I ci rence 
Carpet Co has appointed \shes 
Gould Advertising. With sevui t.ai- 
|Vt stores throughout souths, rn 
( 'alifornia. I err*, nee will use local 
television and metropolitan news 
papers . . . Weston Biscuit ( o 
moves to Riedl k breeile ( oiy 
Corp. appointed Bronner A. Haas 
for consumer, restaurant, institu 
tional prcxlucts ol its Cory, 
Fresh'nd-aire and Niero divisions 
effective Sept. 1 . 

Rollins Diversifies with 
Orkin Exterminating Buy 

Rollins Broadcasting has bought 
Orkin Exterminating Co. for $62.4 
million, marking its fourth majoi 
acquisition since March. Rollins, 
which was formed in I l i50 In 
Wayne and John Rollins, now 
ovv ns three tv and seven radio sta- 
tions, outdoor advertising facilities 
in the I .S. and Mexico, the Satin 
Soft Cosmetics company . and has 
recently begun development of cit- 
rus groves on 1 0.000 acres of land 
in south Florida. 

Rollins earnings w e re up 33 per- 
cent from 1 962 to IV 63 and the 
firm reports that preliminary fig- 
ures indicate earnings will be up 50 
percent for fiscal year ending \pril 
30. Estimated annual gross revenue 
vv ill be in excess of $55 million. 

Stations ovv ned by Rollins Broad- 
casting are: W CHS- 1 V Charles- 
ton-Huntington. W \'a.: WE \R- 
IV Mobile-Pensacola; W P I /- 1 \' 
Plattsbiirgh-Burlington. W SJ R \'ew 
York: KDW l.os \ ngeles. Will b 
Chicago. W R \P Norfolk: WGEE 
liulianapohs. W CHS Ch.irleston- 
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Tv Selling Dial in the UK 

\rm > ii r A. ( o w ln<. h spun >. v 
ual millions m spot and u (work 
television in ihis *. on n t r\ to intro 
(.luce its Dial soap and *. si ibii h n.i 
tional ilistribiiiion. is follow in r (Ik 
same appnnn.h in I n 'land 
I landled by I ood Brokers I id in 
the I inted kingdom. Dial has, suuc 
the begmnin • of the year, Kvn 
launched in the I y ne Ices and 
Midland television It's the largest 
advertising support ever given to 
a toilet soap in the I k. according 
to I ood Brokers Meanwhile \rm- 
our continues its heav y tv support 
for Dial in this country I ast year's 
spot allotment. $1,43 I, I 7o. 

Emenee Spots Print Toy 
In National Introduction 

A new toy from I mence Indus- 
tries is slated for heavy tekvision 
support across the country . will ac- 
count for a hefty portion of the 
lirm's spot tv budget of $200,000. 

It's the I -mence Headline Printer, 
currently being marketed at the 
World's I air. that enables a child 
to print newspaper headlines. ( am - 
paign starts in July in top 15 mar- 
kets, runs through September to 
coincide with store distribution 
Part of the merchandising program 
involves a tunny headline contest, 
vv ill be pitched on tv kid shows 

I nienee. w Inch also spends sonu* 
$250,000 in network telev ision (it 
co-sponsored \BC-1\\ IUilh\mkle 
last year, has slated //<•( tor Heati:- 
< ihite for the fall), estimates its 
broadcast expenditures are up sonu 
I ^ percent from last year. 



June 29, 1964 



5? 



c, , IGHT 



ADVERTISERS 

Merlin Nelson to vice president. 
American Machine & Foundry Co. 
Since joining the company in I960 
as executive assistant for overseas 
operations, he has been vice presi- 
dent of AMF International, a mem- 
ber of AMF International Man- 
agement Board, director of inter- 
national bowling operations and, 
most recently, a group executive 
with headquarters in London. 

Miss Mercedes Bates named di- 
rector of Betty Crocker Kitchens. 
General Mills. For the past four 
and a half years she was senior edi- 
tor in charge of the food depart- 
ment of "McCaH's." 

Richard Hagemeicr, G. Scott 
Shaw and Kduard Troy appointed 
senior sales reprcsentativc-Illinois- 
Michigan-Wisconsin area, eastern 
district sales manager and sales 
representative, respectively, of 
Thermoplastics Division of Borden 
Chemical. Hagemcicr joined the 
company in 1962 as sales repre- 
sentative for the Polyeo products 
division. Shaw formerly was divi- 
sion product manager and Troy 
comes to the company from the 
( 'elanese Chemical Co. 

Stephen E. Upton elected Whirl- 
pool's vice president for customer 
quality and service. Was director 
of customer quality and service. 

Jack K. Reese named vice presi- 
dent in charge of national sales 
division of Renault. Inc. Former 
vice president of Mercedes-Benz 
Sales, Inc. 




Strphon E Upton 



Jack E Reese 



Dr. Gerhard K. Weibel joins 
Zenith Radio Corp. as assistant 
to the director of research. For the 
past ten years he conducted re- 
search on millimetcr-wave elec- 
tronics at General Telephone and 
Electronics Laboratories, Baysidc, 
N.Y. 

Richard N. Parks appointed vice 
president and manager of toiletries 
division of Shulton, Inc. Formerly 
was group product manager at Col- 
gate-Palmolive Co. 

Kenneth J. Doe named director 
of marketing, new products, for 
National Biscuit Co. He succeeds 
Noble Starr, who was named di- 
rector of marketing for Harry 
Trucllcr GMBH, Germany. 

Harold J. Cordes appointed as- 
sistant advertising manager of 
Chevrolet. Since 1962 he has been 
administrator of media in Chevro- 
let's advertising department. 

David Rasch elected vice presi- 
dent, law, of Sterling Drug Inc. 
He has spent his entire career with 
the company and is secretary of 
five of the company's divisions and 
subsidiaries, including Winthrop 
Laboratories, and director of two 
Sterling subsidiaries. 

Melvin C. Myers and Richard 
R. Walters named branch managers 
at U. S. Plywood's Indianapolis 
and South Bend sales offices, re- 
spectively. Since joining the com- 
pany in 1948 as a salesman, Myers 
has served as branch manager at 
Decatur, 111., and most recently at 
South Bend. Walters joined the 
compam in 1958 as a sales trainee 
and has since served in various 
selling and management positions. 

David R. Neustadt and Richard 
G. Schoel to product group direc- 
tors for Robert Wood Johnson Co. 
N'ewsiadl went to Johnson John- 
son in 1961 as assistant product 
director, has recent l\ been product 
director. Schoel joined the com- 
pam in 1^55 as product director. 




William 6. Sal at it h 



Robert T. Wiefirtija 



William G. Salatich and Robert 
T. Wieirnga cleeted vice presidents 
of Gillette Co. effective July 1. Sa- 
latich will become president of The 
Toni Co. and Wieringa president 
of The Paper Mate Co. Sinee join- 
ing Gillette in 1947 as a salesman, 
Salatich has been an assistant dis- 
trict manager, director of person:-* 
nel development, executive assist- 
ant on the sales staff, sales man- 
ager for the central region, assist- 
ant general sales manager, general 
sales manager and, most recently, 
vice president of Gillette Safety 
Razor Co, Wieringa joined Tom 
in 1948 as territory sales fepren 
scntativc. In 1957 he became gen- 
eral sales manager of Paper Mate 
and company vice president in 
1962. 

Samuel R. Hayes promoted t*j 
Pacific district manager in charge 
of consumer products sales in It 
western states for B. F. Goodrich 
Consumer Products Marketing di*- 
vision. Formerly he was South 
Pacific district manager for the 
company. 

Hubert R. Zeller, Jr., to inter- 
national sales manager, special 
products, for Raytheon Co. For 
the past three years he was product 
lines manager for the company. 



AGENCIES 

Dr. Robert C. Sorenson named 
assistant to the chairman of tiaj 
board of D'Arey Advertising Co* 
He wifl continue as vice president 
and director of research, 

Douglas f»* Mcldrum joined the 
public relations department of 
N. W. Ayer & Son, New York, 
Formerly an account executive k 
the public relations! departments of 
Ellington & Co. and G. M, Bas- 
ford. 




Mitlon J. Mjrgolit Conanr Sawyer 



.Milton X. M:ir«M>lis elected presi- 
dent of i Ik- New York Chapter of 
the Sides Promotion b.xccniives 
Assn. lie is \ ice president and 
conimunieations group head al 
Ken von A fk'khardl. 

Tohv Curl in named v ice presi- 
dent and account management su- 
pervisor for FJvvard H. Weiss A: 
Co., Chicago. 

Ronald Condon joined Clinton 
I:. Frank as an art director. Form- 
erly he was associated with Young 
H Rubicam and Leo Burnett. Chi- 
cago. 

Fred M. Mitchell appointed 
executive \ ice president in charge 
of the western division of liru in 
W'asey, Ruthrauff A Rum. Mit- 
chell was senior vice president and 
management supervisor at Norman. 
Craig A K umnic I, Inc. 

.lames A. Mahonev and Bruce 
S. Childers named account execu- 
tive and market analyst, respec- 
tively . of Meldrum and I e* smith. 
Inc., Cleveland. Mahonev comes 
to the agencv after six years with 
Piezoelectric l)i\ .. Cle\ lie Corp., 
where lie was marketing manager. 
Formerly Childers was in sales 
administration for the Glidden Co. 

Renec. Cm man appointed broad- 
cast traffic manager at Carson 
Roberts, Los Angeles. For the past 
five years she has been a media 
bluer at J. Walter Thompson. 
Los Angeles. 

Richard K. Montgomery elected 
to the executive committee of Clin- 
ton L. Frank. Inc.. Chicago. He is 
an agency \ ice president. 

Michael (i. McDonald elected 
vice president of J. M. NLahes, 
Inc. He will also serve as a senior 
account executive. 




John St*«v«t Gwynn M*d«n 



Coiianl Sa wycr and John Sleeves 
elected vice presidents of I ed 
Bates A Co. Sawyer, a media di- 
rector, joined the agency in 1955 
after three years at NBC's Net- 
work I elev ision Sales Serv ice. 
Steeves, agencv office manager, 
joined Bates in loss, from Mc- 
Cann I rickson, where he w as man- 
ager of office services. 

Boh I'lirman joins Guild. Bas- 
coni A: Bonfigli, Inc.. Los Angeles, 
as tv producer, lie comes to BAB 
from Carson Roberts, where he 
was a tv producer. 

Jack W. Hatfield retained as 
savings and loan adv isor by Allen. 
Dorsev A Hatfield Advertising. 
I .os Angeles. During the past 2(1 
vears he has held positions in real 
estate and finance, including posi- 
tions as executive v ice president of 
savings and loan associations, 

Jerome B. Siskind to Wesson A 
Warhaftig as production manager 
Formerly with Reach. MeClinton 
A Co.. New York. 

Donald C. Howell joins Footc. 
Cone A Belding. Chicago, as a 
broadcast supervisor. Formerly pro- 
gra in supervisor with Needham. 
I ouis A Brorbv . Chicago. 

S. J. Greco joins Ken von A Fck- 
hardt. Boston, as an account execu- 
tive. 

Robert J. Lean elected partner 
in Smionds. Pay son Co. Since 1959 
he was account executive and man- 
ager of the agencv \ Boston oft ice 

Richard \ . Morrison elected sec- 
ret a rv ot () S. I vson A Co. I ne 
Since joining the company in 1940 
as production manager lie served as 
vice president, account group man- 
ager, and most recently as execu- 
tive vice president. 
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J. Peter I lalni joiiud ( J I ,i 
Roche A ( o as account ixccu 
tive Since \ t ><>2 he h.< fx u 
associated with OmIvv, Bell on A 
Mather. Inc 

Robert I). l)aul»eiis|Kck, ( hi 
cago, and Willard \. W irtb. New 
N ork. named v ice presidents of 
lootc. Cone A Belding D.niKn 
speck is currently supervisor of 
broadcast facilities m the a 'cikv *s 
media department \\ irth is an ac- 
count supervisor in the aeeiiev s 
Sew \ ork office. 

Mar* in Motes goes to Pjpvrt. 
Kivnig, Lois, Inc . as account 
executive, lie vv .is account execu- 
tive at I ed Bates 



TIME/Buying and Selling 

Charles P. Rembert and I homas 
R. Murphy transferred to the New 
York sales staff and to manager 
of the San Francisco office, respec- 
tively, of \dvcrtising I ime Sales. 
Inc. Previously Rembert served as 
San Francisco manager and Mnr- 
phv as ,i salesman in the \ I S Dal- 
las office. 

Fred Johnson joined Boniai 
I ovv ranee A Associates. St I ouis 
During the past eight vears he 
worked in station s.dcs manage- 
ment vv ith the I dvvard Petrv and 
Bra n ham companies 

James Sefert. Richard I reeman 
and \rtlinr O'Connor elected 
president, v ice president and sec- 
retary , respectiv elv . ot the Detroit 
Chapter of Station Representative^ 
\ssii for |9f->4-6> Setc rt is an 
account executive at Peters. Gnt- 
f in. v\ ood w. i rd. Detroit I reeman 
is associated with \dam > oi ng 
(o. and < ) ( minor w th Wrv 
Knodel. Inc 

John Papas joined iIk radio sales 
stall of I dw .ird IVtrv A Co . ( hi- 
cago He has tvui an .uomi 
c Xcci live lor Spot I ■me Safe s. 
I ik . Chicago 
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TV MEDIA 

Sue Stilton, director of sales- 
service at VVFBM-TY Indianapolis, 
has been elected to board of direc- 
tors of the cit\'s Advertising Club 
for a two-year term. 

Dean K. Dietrich named Journal 
Stations administrative assistant. 
For the past three years he was a 
member of the sales staff of WTMJ 
Milwaukee. 

Mrs. Lee O'Brien elected sec- 
retary-treasurer of the Radio Tele- 
vision Research Council. She is re- 
search director for WOR division 
of RKO General Broadcasting. 

Laird C. Simons, II, appointed 
television director for WTOP-TV 
Washington. Joined the station as 
floor director and most recently 
served as assistant director. 

Bruce Laiisbury named director 
of programs. Studio Center, for 
CBS-TV Hollywood. He joined 
the network in 1959 as assistant 
director of program development 
and in 1961 was made director of 
daytime programs. 

Robert li, Kruegcr appointed 
general manager of KTVB Boise, 
Idaho. Joined the station in 1956 
as national sales manager, was 
elected vice president in I960 and 
executive vice president in 1963. 

J oil ii L. McArdle elected presi- 
dent and chairman of the board of 
Catholic Apostolate of Radio. 
1 elevision and Advertising. He is 
vice president and general manager 
of WNEW-TV New York. Suc- 
ceeds John .1. Henderson, president 
of John J 1 lenderson & Associates, 
Inc., research organization. 




Robert F Krupgpp John E. McArdle 
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Walter Davison, a member of 
the eastern sales staff of NBC-TV 
Spot Sales, transferred to the net- 
work's Spot Sales staff, San Fran- 
cisco. Has been associated with the 
network's spot sales division for 12 
years. 

William C. Bain appointed re- 
search manager for the CTV Net- 
work, Toronto. Most recently he 
was director of marketing research 
and media for a Toronto adver- 
tising agency and, prior to that, 
research director for Stovin-Bylcs 
Ltd. 

Jeff Cowan named sales service 
manager for KING-TV Seattle. A 
recent graduate in business ad- 
ministration from the University of 
California, Berkeley. 

I'L Berry Smith appointed sta- 
tion manager of WTVW Evansvillc, 
Ind. For two years he was vice 
president and general manager of 
WLKY-TV Louisville, Ky. 

Will Jackson promoted to local 
sales manager of WISH-TV In- 
dianapolis. Previously he was an 
account executive for the same 
broadcaster. 



RADIO MEDIA 

Harold Dcutsch named sales 
projects director Tor WPAT New 
York. For the past 12 years he 
has been an account executive at 
WINS New York. 

Lew Wit/, appointed sales man- 
ager at WINS New York. Was 
assistant sales manager at WIND 
Chicago for two years. 

Dick Kothe goes to WDGY 
Minneapolis-St. Paul, as an account 
executive. Conies to the station 
Irom WM1N Minneapolis-St. Paul, 
where he was an account execu- 
tive. 

Daniel K. Griffin appointed pro- 
gram manager of WBZ Boston. 
Joined the station in 1962 as pro- 
duction supervisor and served most 
reccnth as assistant program man- 
ager. 

C. L. Richards named commer- 
cial manager for WFIL Philadel- 



phia. Comes to the station from 
presidency of RTN Broadcast Fea- 
tures, Chicago. 

■ 

Lee Murray elected president of 
American Women in Radio and 
Television, Detroit chapter. She ■ 
women's director of WJR Detroit. 



SYNDICATION 
& SERVICES 

Gerry Convin named mid west- 
ern sales manager for National 
Telefilm Associates, headquarter- 
ing in Minneapolis. 

Rieharcl Koenig appointed vice 
president in charge of eastern sales 
of Labunski Productions Corp. 
Formerly he was vice president and 
director of radio sales for the Boi- 
ling Co. 

Bob Shanks joined the staff of 
Bob Banner Associates in a gen- 
eral production and executive ca- 
pacity. Formerly an aide to Jacfe 
Paar on his midnight show and 
producer of "Tonight" and 'The 
Merry Griffin Show" at NBC. Thw 
past season he produced "Candid 
Camera." 

Morton P. Beebe elected execu- 
tive vice president of Independent 
Producers. Formerly an executive' 
producer and director at Globe- 
combers Ltd. 

Lee Jackoway joined the sales 
force of Official Films. For thg 
past five years he Was associated 
with Ziv and U-A. 

John B. Lanigan to chief operat- 
ing officer, succeeding Howard ■ 
Mcighan, who retired, at Video- 
tape Productions of New York, 
Lanigan has been with the com- 
pany since 1958 as vice presidem 
and general manager. 




Daniel K. Griffin John B. lanigsn 



COMMERCIAL C E 



Audio stream of visual consciousness 



or 



A Joycian critique of the commercial 



By Norman II. Robhins 

I Mo\ i (HiK, I heat re of the 
Absurd. Make room for Column 
of the Absurd. Or what else eould 
you call it, when they tap a gray- 
ing, print-oriented haek to give his 
views on uhat-niakes-eommereials- 
cliek. 

Wait "til the boys on the fourth 
floor with the funny drawing pads 
see this. Their everyday conversa- 
tional obscenities will not suffice. 
Better get some lip-syne from the 
print art directors, fellas. I heirs is 
the master tongue. 

Whatever, an accurate transla- 
tion in four-letter words will be 
"What does that fink know?" 

A nd the answer, of course, is 
absolutely nothing. 'I hat is if the 
story-boarder is referring to tech- 
nique and camera trickery and 
sound and all that electronic ja//. 

As for video instructions, the 
stuff they type in the blank spaces 
over your copy frames, score an- 
other zero for the old print hack. 
He always thought "lap dissolve" 
was some kind of I SP for a re- 
ducing pill campaign. "She doesn't 
dare wear a bikini — She doesn't 
know about Lap Dissolve. " 

So what does he know? A few 
simple things that any competent 
print vv riter knows, lhings that 
also qualify him for the job of tv 
w riting. Things like? 

Like pouncing, pro-like, on any 
loose ball that has the look of a 
salespo'mt. Adding it to his collec- 
tion, sifting out the ones that have 
the most promise, and finally — 
Eureka — holding up the one that 
has the most of the most. And now 
you've got the point on which to 
build that inverted pyra mid of sell, 
better known as a print ml or a 
tv commercial. 

Now can you relax? No. This is 
the time that separates the men- 



w rilers from the boy-vv riters. Ibis 
is the blood and sand moment of 
truth. This is when even the green- 
est bullpen artist can snort you to 
death. 

How many times have you heard 
them say: "You w riters. You come 
down to my office, hand me a yel- 
low piece of paper full of words, 
give me one of those 'novv-it\ 
your- turn' looks and walk out 
washing your hands in the air." 

Well, for once, the drawing- 
board beef is legit. A most vital 
part of that ad or commercial is 
still up in the air those bands were 
washing themselves in. You forgot 
a little something called the Visual. 

Say it's a print ad for a shirt. 
As he walks out. Lower-C ase vv rit- 
er says. "Just show a guy in a shirt." 

Before he walked out. Upper- 
Case David Ogilvy said, "Tut an 
eye-patch on that man in the shirt." 

Or say it's a tire commercial. 
Lower-Case says — "Just have a 
car pulling itself out of a snow- 
bank vv ith Voice Over." 

I'pper-Case spells it out. "Not 
a word spoken. Titles on the 
screen with the most suspenseful 
music track we can get. building 
to a climax." 

(Time out here for a big yak 
from tv-art director. "Did you hear 
what the man said ' Titles on the 
screen. What's the idiot trying to 
say — Supers?" 

Give it no mind. The point is, 
if you can't come up with a Vis- 
ual or an Audio-Visual, off-heat 
and grabbing, you'll only grow up 
to be half a hack. 

But don't feel too badly Just 
think of all the headaches you'll be 
missing. Headaches that only the 
totally involved suffer. I he pendu- 
lum vv ill never swing for you . . . 

Swing hack . . . forth . . back 
pain . . . stubborn . . . art . . . 
director . . . tension . . . headache 




NORM ROBBINS 

has been turning out ads for half of 
hit life, with mo»t of hi* 25 writing 
years spent al Young & Rubicam Ex- 
cept for two brief interlude*— -one at 
H«witt-Ogilvy, the other at J. Walter 
Thompson, he's been a top writer jt 
Y&R Hi* prim campaign* for life Sav- 
er*, four Ro*e*, Simmon* Beautyre*t, 
Britith Travel, Ballantine Beer and oth- 
er* have won him prai*e* and prise* 
Not until recently, however, did he 
branch out into tv writing, which now 
claim* half of hi* working time One 
of hi* commercial* for White Owl Ci- 
gar* won Beit of Class at the recent 
Tv Awards Festival He is paged in the 
book "The Hundred Top Copywriters 
and Their Favorite Ads " His favorite 
was his Life Saver classic — "Please Do 
Net lick This Page " 



account ev.ee . . pain 

research . . . headache . . 
Gallup . . Robinson . , pain . . 
Plans . . . Hoard . . tension . 
tension . . . ad . . manager . . 
blind . . . headache . . pain . . 

Is there any relief in sight ' 
Sometimes Sometimes it comes 
from the client, himself Mr. Big, 
in person. He's likely to be exceed- 
ingly smart. Dial's how he got 
w here he got Now if he's also ex- 
ceedingly sophisticated and believes 
m advertising that talks up. instead 
of down, to his prospects and 
you're lucky enough to have him 
exposed to your idea why you've 
practically won a tv award \nd 
over all those dead KhJics 

Hut wait 1 here's oik b hIv still 
stirring \ our old ^parr n * partiu r. 
the tv art d Kctor 1 ilt him up 
Dr*. ns his wounds with only a pinch 
of salt \lter all, you two dc<ix r- 
atjv ncd ckH otfu r for die next 
battle ■ 
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Do you have a question 

about your subscription? 

Do you want to order 

or renew your subscription? 



If you have any questions about your 
subscription, place your magazine address 
label where indicated and clip this form 
10 your letter. 

If you're moving please let us know 
about five weeks before changing your 
address. Place your magazine add r ess 
label where indicated and print your new 
address on this form. 

If you subscribe mail this form with your 
payment, and check: 

( ) New Subscription 

( ) Renew my present subscription 
(include label) 

Rates in U.S and Canada: 3 yrs., $10; 
2 yrs., $8; 1 yr., $5. 



ATTACH LABEL HERE 

To insure prompt service whenever you 
write us about your subscription be sure 
to include your SPONSOR Address Label. 



Name: 

Your Title. 

Address- 

City 

State Zip Code 

CI P AND MAIL TO: 
SPONSOR 

Subscription Service Dept. 
Ojibway Building 
Duluth, Minnesota 55802 

1 mm mm mm mm mmm mm mm mm mm mm mm 



CALENDAR 



JUNE 

Assn. of Industrial Advertisers, 

42nd annual conference, Sheraton 
Hotel, Philadelphia (to July I). 

Insurance Advertising Conference, 
annual meeting, Chatham Bars Inn, 
Chatham. Cape Cod, Mass. (to July 

1 1). 

1 

Advertising Federation of America, 
sixth annual seminar in marketing, 
management and advertising, Harvard 
Business School, Boston, Mass. (to 
July 10). 

First Advertising Agency Network, 
annual convention, Boyne Mountain 
Lodge, Boyne Falls, Mieh. (to July 
3 J. 

California Broadcasters Assn., an- 
nual meeting, Mark Hopkins Hotel, 
San Franeisco, Calif. (29-30). 

Radio-TV-Filin Institute, Stanford 
(Calif.) University, (to Aug. 15). 



JULY 

Advertising Assn. of the West, 
annual convention, Sun Valley, Idaho 
(5-9). 

National Broadcast Editorial, se- 

eond annual conference, Arden 
House, New York (6-8). 

National Food Brokers Assn., mid- 
1 year management conference, Seattle 
I (12-15). 

National Institute for Audio- 
Visual Selling, annual convention, 
Indiana University, Bloomington (12- 
16). 

Texas Assn. of Broadcasters, col- 
lege eareer guidance program in 
cooperation with University of Texas, 
Austin. Tex. (12-18). 

British Institute of Radio Engi- 
neers and Institute of Electrical and 
Klectronic Engineers, international 
conference on magnetic recording, 
Savoy Plaza, London, England (12- 
IS). 

National Housewares Mfrs. Assn., 
exhibit, Merchandise Mart, Chicago 
(13-17). 

Broadcast Pioneers, annual meet- 
ing. Hamilton Suite. Hotel Barclay, 
New York City (15). 

Advertising Federation of America. 

management seminar. Northwood 
■nstilute. Midland. Mieh. (20-31). 



Western Packaging Exposition, Pap 
Pacific Auditorium, Los Angeles 
(21^23), 

New York State Broadcasters 
Assn., third annual executive con- 
ference, Cooperstown, N. Y. (21-3111 

Annual Suntniejf Workshop lit 
Television and Radiot New York 
University, New York (29-Aug. 7). 



AUGUST 

Georgia Assn, of BroadclBSterf 
forum on CATV and Pay-Tv, Ri- 
viera Motel, Atlanta, Ga.. (4). 

Georgia Broadcast Executives Mant- 
agement Seminar, Georgia State Col- 
lege, Atlanta, Ga. (9-15). 

South Carolina Broadcasters Asst% 
summer convention, Ocean Forest 
Hotel, Myrtle Beach, S. C. (16-18). 

National Assn. of: Broadcasters in 
cooperation with the; Radio Adertb- 
ing Bureau and Television Bureau of 
Advertising, sales management seH* 
inar, Stanford University, Stanford, 
Calif, (16-22). 

Desilu Inc. annual stockholders 
meeting* Hollywood, Calif, 0i§L 

West Virginia Broadcasters As»n% 
fall meeting, The Greenbrier, Whttl 
Sulphur Springs, W. Va. (27-30);. 



SEPTEMBER 

Advertising Federation of Aiiienm, 
fifth district convention, Commodore 
Perry Hotel, Toledo Ohio (17-1% 
sixth district convention, Indiana 
University, Bloomjngton. Irid, (24- 
26); tenth district convention, Robert 
Driseoll Hotel, Corpus Christ!, Tefc 
(24-26). 



OCTOBER 

Advertising Research Foiijiditfjon, 
annual conference. Commodore Ho- 
tel, New York (6). 

National Assn. of Bmadtitsters. 
fall regional conferences: Hotel Utaha 
Salt Lake City, Utah (12-13): Slat- 
ler Hilton,, Los Angeles, Calif. (lS- 
16); Skirvin Hotel, Oklahoma City. 
Okla. (19-20); F<3rt DCs Moines, Die* 
Moines, Iowa (22-23); Hotel km% 
New Orleans. La. (26-27). 

Aitteri<Sin Ami. -of AdvertMi^ 
Agencies, western meeting, -Afljbat- 
sador Hotel, Los Angeles* Calif* (27- 
30). 



